


People love movies— 
especially on tv, 
Pulse survey shows 
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WIVR EXCELS 


IN COVE RAG Operating on CHANNEL 6 WTVR is the only station in the Richmond area author- 
ized to operate in the PREFERRED LOW-END OF THE VHF BAND. No other station 


in this area can equal WTVR’s WIDE AREA COVERAGE. 


WIVR EXCELS 


IN FACILITI ES CHANNEL 6 with 100,000 WATTS is operated from one of the highest self-support- 
ing antennas in America, 1049 FEET ABOVE SEA LEVEL. There is no higher elevation 
in the Richmond area, and only WTVR can assure coverage from its antenna located in the heart of the City of Richmond. 


WTVR is the only station in this area which has studio facilities in Richmond. In short “The South's First TV Station” is RICH- 
MOND’‘S ONLY TV STATION WITH COMPLETE RICHMOND FACILITIES. 


WIVR EXCELS 


IN PROGR AM WTVR LEADS IN THE LATEST PULSE SURVEY ACROSS THE BOARD. No station 


in this area equals it. In one day WTVR produces more local programs, starting 


at 7 a.m. each day, than all other stations in this area combined. And remember, WTVR programs require no antenna to be 
received. 


WIVR EXCELS 


THROUGHOUT THE DAY--IN EVERY WAY 


Represented Nationally by Blair Tv, Inc — Affiliated With ABC-TV Network. 
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TELEVISION AGE is published monthly with yearbook (13th) issue nublished in December by the Television Editorial Corp. Editorial, adver- 
tising and circulation offices: 444 Madison Ave., New York 22, N. Y. PLaza 1-1122. Printing Office: 1309 Noble St., Philadelphia, 23 Penna. 
Single copy: 50 cents. Yearly subscription in the U. S. and possessions: $5: in Canada and Mexico $6 a year; elsewhere $10 a year. 
Vol. III No. 12. Accepted as Controlled Circulation Publication at New York, N. Y. 








Albert McLaughlin Percy Hearle Lola Montez 
KPTV WAGA-Radio-TV WBRC-Radio-TV 


COMMUNITY PROJECTS 


An integrated public service year-round activity 
based on specific community needs judged to be most 
important by the consensus of a carefully-selected 


cross section of local citizens 





Elizabeth Wagner Frank Stevens 
WSPD-Radio-TV WWVA 
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Don Butler George Cushing Maggi Wulff 
WGBS-Radio-TV WJBK-Radio-TV WJW-Radio-TV 


The Storer Broadcasting Company has appointed a full-time Com- 
munity Projects Director at each Storer market whose duty will be to 
coordinate and direct those projects deemed most important to the life 
of the community. The plan is intended to assure proper perspective 
and balance in the handling of community problems and to give each 
project the benefit of the most enlightened use of both radio and 
television. The joint radio-television campaign in behalf of each pro- 
ject is then created with the same care given commercial accounts. 


STORER BROADCASTING COMPANY 


WSPD-TV WJW-TV WJBK-TV WAGA-TV WBRC-TV KPTV WGBS-TV 


Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta, Ga, Birmingham, Ala. Portland, Ore. Miami, Fla. 


WSPD WwJwW WJBK WAGA WBRC WWVA WGBS 
Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta, Ga. Birmingham, Ala. Wheeling,W.Va. Miami, Fla. 





TOM HARKER—vice-president and national sales director 
BOB WOOD—national sales manager 

LEW JOHNSON—midwest sales manager ® 230 North Michigan Avenue, Chicago | ® Franklin 2-6498 

GAYLE GRUBB—vice-president and Pacific coast sales manager ® 111 Sutter Street, San Francisco ® Sutter 1-8689 


} 118 East 57th Street, New York 22 ® Murray Hill 8-8630 
SALES OFFICES ) 
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CONCENTRATION 
pays off..! 







It certainly does when you focus on your prospects through 
the one medium that consistently kindles action 
in our four-billion-dollar Industrial Heart of America. 


Tri-State Appliance Company, distributor of Temco heating 
equipment, found out! After using WSAZ-TV — along with 
newspapers and radio, too — for four years, this advertiser saw the 
major share of its sales consistently developing from television. 


So, starting last September, Tri-State Appliance’s entire 
advertising budget went to WSAZ-TV — and only WSAZ-TV — 
for a concentrated campaign of eight spots each week. 


That was all it took to touch off a blaze of results. “Because of 

this concentrated advertising,” says Tri-State’s general manager, 
“we experienced a 100% increase in our sales over the like 

period of the previous year.” Dealers are delighted. 

Same type of campaign planned for Fall, 1956. 


No need for us to be modest. Similarly warm praise comes 
from many advertisers who know how WSAZ-TV can light a 
fire under their sales in its 101 rich counties. Spark some 
results for yourself by calling the nearest Katz office. 
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Maximum Power | 
NBC BASIC Tr 
NETWORK 


TT weeewTiesete B 
also affiliated with Radio Stations WSAZ, 
Huntington & WGKV, Charleston 
Lawrence H. Rogers, Vice President and 
General Manager, WSAZ, Inc. 
represented nationally by 
The Katz Agency 








Letter from the Publisher 
From Monthly to Fortnightly 


Starting Sept. 10, TELEVISION AGE will be published every other 
Monday. The initial starting date has been moved from Sept. 3 to 
Sept. 10. 


This important step forward has been dictated by the expansion 
of the television industry, itself, as well as the need for a more 
frequent communication between our readership and the television 
business. 


The response to the announcement that TELEVISION AGE was going 
bi-weekly was gratifying to our entire staff. This move could not 
have been made without the enthusiastic support of our readers and 
advertisers. 


During the past twelve months TELEVISION AGE has more than 
doubled its advertising space. Its audited circulation places the 
publication in the No. 1 position for readership among advertising 
agencies. With continued expansion in editorial coverage, circula- 
tion and advertising, we look optimistically toward the future. 


Next month, TELEVISION AGE will publish its fourth annual Fall 
Spot Outlook issue. The issue will review the activity of the key spot 
accounts over the past months and preview spot plans for the next 
six months. 


We are publishing this information in July because last year July 
was the most active month for fall spot placement. We are planning 
the issue so that it will be a basic buying and selling tool for spot 
advertisers, agencies and stations. 


Meanwhile, and starting with this issue, TELEVISION AGE will re- 
lease dollar figures on what the industry donates to public service 
announcements and programming. Network and dollar spot figures 
are already available, but now parallel figures in the area of public 
service will be released by TELEVISION AGE. These will be based on 
information provided by the stations. 


One important aspect of public service that should be emphasized 
is that the television industry carries millions of dollars of spon- 
sored public interest programming. These public affairs programs 
are not included in the total public service dollar volume, but they 
are important from the standpoint of bringing documentary infor- 
mation to tv viewers. As such, they are part of the fulfillment of 
“public interest, convenience or necessity.” 


Cordially, 





STEINMAN STATION 


Clair McCollough, Pres. 


Channel 8 Multi-City Market 


Reading 
Lebanon 
Pottsville 


Harrisburg 


York 


Hazleton 
Shamokin 
Mount Carmel 
Bloomsburg 
Lewisburg 
Lewistown 
Lock Haven 
Hagerstown 


Chambersburg 
Waynesboro 


Frederick 
Martinsburg 


Hanover 
Gettysburg 
Westminster 
Carlisie 
Sunbury 








AMERICA'S 10TH TV MARKET 










P 





Chicago 


Representatives 


The MEEKER Company, Inc. 
New York San Francisco Los Angeles 


NBC and CBS 


LANCASTER, PENNA. 
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Winning an occasional award 


for good programming could be 


99 


OG. & 


accidental. But when a station 
wins 75 awards* in three years 


it begins to look premeditated. 






It suggests a firmly held 


conviction about the quality of 


























entertainment and information 





likely to excite the pleasure 
and interest of its community — 
and the ability to provide 


such programming consistently. 


The latest tributes to this 
ability are the two awards which 
Peabody and Ohio State gave 

to KNXT and Dr. Frank C. Baxter 


for “Shakespeare on TV,” the 





notable television series which 


has given millions of people 





new insight into the wisdom and 


poetry of the great playw right. 





These awards reaffirm the unique 
personality which KNXT represents— 
for its viewers, as a source of 

fresh and challenging entertainment 
in all categories of programming: 

for its advertisers, as a medium 


which continues year after year to 








command the attention and 





loyalty of the largest average 


audiences in Southern California. 


K NXT Los {ngeles 


CBS Owned— Channel 2— Represented by 
CBS Television Spot Sales 









*Including 
2 Peabody, 
3 Ohio State, 
1 duPont, 
2 Sylvania, 
5 Emmy and 






62 other awards 
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"Are YOU up to DATE? 


Are you aware of TODAY'S story in the important Northeastern Pennsylvania 
television market? Do you know that WILK-TV now leads the field? Do you 
know that complete saturation of this top dollar market is IMPOSSIBLE . . un- 
less you use WILK-TV. We’ve worked hard with top programming, promotion 
and sales know-how. NOW . . ARB has proven our leadership. 

Here are the results of the ARB 15 county regional survey, (March 25th 
thru March 31st, 1956). Here is the rating story for the valuable time period 
from 5 P.M. to 11 P.M. 


WILK-TV:- 


FIRST PLACE QUARTER HOURS 


~——— 


STATION “B”’ eee e 65 
STATION “Cc” eee ce 32 
STATION “Db” ee eee 1 Ctie) 


xk COVERAGE ::: 


. WILK-TV reaches better than 85% of the 314,984 TV sets in its coverage 
area. With WILK-TV, you reach nearly 2 million with an annual spending 
power of over 4 billion dollars! WILK-TV reaches more cable subscribers 
than any other local TV stafion! This IS Coverage! 


ram Yoh’, 1-1- Oe 





WILK-TV speaks with PERFORMANCE! ONE MILLION sales-packed watts 
carry your message to ALL the rich Northeastern Pennsylvania market 
area. From Reading to New York state... from Lock Haven to New 
Jersey ... they're watching WILK-TV! 


LEADERSHIP... COVERAGE... POWER! 


NOW ... more than ever... WILK-TV gives you TOP AUDI- 


ENCE at LOW COST per THOUSAND! GET THE FACTS! WIT 


AVERY-KNODEL, INC. 


* NEW YORK * CHICAGO * LOS ANGELES 
%* SAN FRANCISCO * ATLANTA * DALLAS 


WILKES-BARRE 
SCRANTON 






tae : < Affiliated with ABC 
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VOL. Ill NO. 12 
Publisher 
S. J. Paul 


Editor 
Art King 


Associate Editor 
William Ruchti 
Film Editor se 


David Yellin 
Assistant News Editor 


Jonah Gitlitz | for CONSISTENT 


Washington Correspondent 


David = Cove rag e 
Advertising Representative 
Anthony J. Paget Jr. 
Production Director Coverage really means people—men, women, and 
Stanley J. Scaison | children who are genuinely interested and re- 
Circulation Director | sponsive. Within WWJ-TV’s coverage area, there 
Joe Feger are 6,370,000 of them who tune 1,610,000 TV dials 
Reatard terdae task. to Detroit’s Channel 4 with consistent enthusiasm. 
Marcia Krinsley Careful analysis of survey data, reports from 
Chicago Office dealers, mail from viewers and other meaningful 
333 North Michigan indicators of real coverage prove the impact of 
Tel.: FRanklin 2-7100 WwW4J-TV on such big-spending markets as Flint, 
wine Gate | Pontiac, Port Huron, Jackson, Ann Arbor, and 
The Eschen Co. Toledo. 


3142 Wilshire Blvd. 
Tel.: DUnkirk 2-8391 Los Angeles 
57 Post St. 
Tel.: SUtter 1-7440 San Francisco 


H Quenton Cox 
423-25 Terminal Sales Bldg. 
Portland 


When you consider Detroit, look behind the call letters. 
Buy WWJ-TV for CONSISTENT coverage. 





Member of Business Publications 
Audit of Circulation, Inc. 


TELEVISION AGE is published monthly by the 
Television Editorial Corp. Editorial, adver- 
tising and circulation offices: 444 Madison 
Ave., New York 22, N. Y. Phone: PLaza 
1-1122. Printing Office: 1309 Noble St., Phil- 
adelphia 23, Penna. Single copy: 50 cents. 





Yearly subscription in the U. S. and posses- Matas ASSOCIATE AM-FM STATION WWJ 
y vse $5; set Canada: $6; elsewhere: $10. steams First in Michigan + owned & operated by The Detroit News 
Acceptance under 34.64 P.L.&R. authorized. 

Cunstehe 1956 by Television Editorial Cor- National Representatives: Peters, Griffin, Woodward, Inc. 


poration, 444 Madison Ave., New York 22, 
N. Y. The entire contents of TELEVISION AGE 
are protected by copyright in the U. S. and in 
all countries signatory to the Bern Conven- 
tion and to the Pan-American Convention. 
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in comes 
the 
world! 





Monday newspaper headlines are made on television’s Sun- 
day forums. Every voter can meet his candidates face to 
face — on television — before he decides how to vote. A 
Senate hearing on TV achieves the status of No. 1 audience 
attraction in a nation brimming over with audience attrac- 


tions. Far-flung places are as accessible as the living room 





television set. Children experience the world, from finger- 


painting to the look of an armadillo, by watching TV. 


As television has grown, it has aimed its cameras deeper 
and longer at the people, the places, the ideas, that give 


shape and substance to our time. 


Television makes it possible for viewers to meet the world’s 
genuinely great minds with such a series as NBC’s Conver- 
sations with Elder Wise Men. The major intellectual devel- 
opments of the past fifty years are illuminated in Princeton 
56, produced in cooperation with Princeton University. The 
Project 20 Events cover, in documentary form, the whole 
dramatic sweep of the 20th Century — and with Nightmare 
in Red and The Twisted Cross demonstrated the tremendous 


audience response to this kind of programming. 


NBC’s plans for covering the Presidential Conventions and 
Election of 1956 will make it possible for a whole nation to 


be an immediate and intimate witness to political events. 


By enlarging television’s capacity for pictorial journalism in 
? 6 ’ 

depth, for forums and debates, for telementaries and educa- 
tional programs, NBC participates — fully, richly, regularly 


— in the lives of America’s families. 
exciting things are happening on 


Television 
a service of 5) 








k(gullli' NEW 


SUPER-TOWER’ 


*1170 feet above average terrain; 1234 feet 
above sea level. 


NOW IN USE! 


Now over 600,000 families live within the area 
covered by the new kgul-tv (Current Set Count: 
445,030.) AND Over 80% of These Families live 
within the new kgul-tv 0.1 MV/M Contour. 
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= 
Effective | at V 
Population Families Buying Income Retail Sales en ° 
New 0.1 MV/M Contour 1,703,900 501,500 2,854,336,000 2,054,430,000 N ZI 
Old 0.1 MV/M Contour 1,393,800 411,200 2,388,309,000 1,700,740,000 jf 
Increase 310,100 90,300 466,027,000 353,690,000 s\ Y| 








Source: Sales Management, 1956 
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KASARSAL 






NOW kgul-tv IS THE ONLY STATION 
DELIVERING PRIMARY CITY SERVICE TO 
BOTH HOUSTON AND GALVESTON. 


kigulll¥ 


GULF TELEVISION COMPANY 


Galveston, Texas 


Television for the rich Texas Gulf Coast Market 


Represented Nationally by CBS Television Spot Sales 
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C2) 0.1 Mv/M Area 


(es | Proven Penetration 
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JUNE, 1956 


Television Age 


41 TV'S BIGGEST GIVEAWAY 
Stations donate $178 million 
in public interest programming 
46 GUIDED MISSION 
With spot, the Harry Cohen agency 
skyrockets to advertising heights 
48 MOVIES ON TELEVISION 
Pulse study shows New Yorkers 
like—and watch—feature films 
50 ARMCHAIR CIRCLE 
A close look at programming 
on an award-winning station 
52 TRAVEL, HOTELS AND RESORTS 
An expansive industry even now 
spends $6 million on tv advertising 
54 WIRED FOR SOUND SELLING 
Schick picks the electronic way 
to triple sales of its shavers 
DEPARTMENTS 
7 Publisher’s Letter 81 Washington Memo 
Report to the readers The allocations problem 
27 Tele-scope 0 
: p 91 Spot Report 
What's ahead behind the scenes Sites of nctiend! extielty 
31 Business Barometer 
Measuring the trends 101 Wall Street Report 
Th ear 
87 Meweiens e financial picture 
The way it happened 1ll Set Count 
59 Film Sales Market-by-market figures 
The month’s contracts 
lll New Stations 
64 On Film The openers’ openings 
Suppliers, service news 
67 Readers Ask 123 In the Picture 
About filming commercials Portraits of people in the news 
72 Network Schedule 126 In Camera 


The June line-up 


The lighter side 





BY A NOSE 





In one short year, thanks to 

ABC network and good local 

programming we have come 

up faster than “Needles” 

— and twice as sharp. April 

pulse ratings multiplied by 

total coverage divided by 

KLOR rates equals the best 

bet by far—on the nation’s 

fastest track: the Portland 

market. 

| FIRST |SECOND) THIRD 
KLOR | 





STA-CB 








STA-NB 








Comparative standing based on all 
quarter hours 6:00 p.m. to midnite 
Monday through Friday in April 
pulse. 


The payoff is G00D teo— 
Portiand’s Brightest Picture 






Sellingest Merchandising 
PORTLAND, OREGON 


09 


GEO. P. HOLLINGBERRY, Representative 


S. JOHN SCHILE, Gen’! Mgr., HENRY A. WHITE, Pres 


June 1956, Television Age 15 








of a GOOD CITIZEN 


You don’t declare yourself a good citizen. That distinction is something 
you earn—through faithful service to your community’s needs and aspi- 
rations. 


Ask our fellow citizens in Dayton! WHIO-TV has become the recognized 
forum for Dayton’s civic efforts. Dayton turns first to WHIO-TV for 
programs in the public interest—just as Dayton’s civic leaders come to 
us first for airtime in support of their most important causes. 


This identification with civic causes has won WHIO-TV a unique place 
in the hearts of a great community. It has established, throughout our 
broadcast period, a listening preference and an audience loyalty which 
we make every effort to continue to deserve. WHIO-TV is represented 


nationally by the George P. Hollingbery Co. 





SPPIMINUUNNNUTAUTT AAT 


WHIO-TV 


supports these and other worthy organizations 


Ill 


IULUUUUUUNIN 


U 
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Air National Guard Fire Prevention 

Armed Forces enlistment State Highway Department 
U. S. Savings Bonds Blood Drive 

Red Cross Navy Drive 

Civil Defense Cancer Drive 

Community Chest Cerebral Palsy Campaign 
Social Security Save-A-Life Campaign 
Montgomery Co. Ministerial Ass’n. YMCA 

Dayton Council on World Affairs YWCA 

U. S. Air Force Dayton Division of Health 
Goodwill Industries Boy Scouts 

Veteran’s Administration Public School Activities 


Salvation Army Marine Enlistment 
Muscular Dystrophy Internal Revenue Department 


WHIO-TV also schedules regular public service features such as the 
weather and market reports; and scheduled public services included reg- 
ularly in participating programs throughout the day. 











eI UUUUNNNNUNALLLL LLL 
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Channel 7 DAYTON, OHIO 


ONE OF AMERICA’S GREAT AREA STATIONS 





10 


TONS 








444 Madison Avenue, New York 22 


Arney and the “Regular Guys”’ 
Two dozen roses to Robert K. Rich- 


ards for his swell tribute to “Bee” 
Arney in the April issue of TELEVISION 
AGE. 

I have known Bee since the early 
thirties and worked with him in radio 
for several years. I am also a charter 
member of the Happy Valley Singing 
and Marching Society, which we called 
then the Happy Valley Social Club of 
the Evergreen State. 

This club contained only “regular 
guys,” to use Hugh Feltis’ expression, 
and it met whenever the married men 
thought a night out with the boys was 
necessary. 
in singing, harmonizing, telling tall 
stories and some jovial imbibing. It 
was lots of clean fun and very good 


The “night out” was spent 


companionship. 

I hope, if Bee passes through Seattle, 
that the “regular guys” can get together 
and hear his famous Garibaldi story 
once again. 

Grant MERRILL 
Radio-Tv Production 
Pacific National Adv. 

Seattle 


Station Trademarks 
Many thanks for the nice plug on 


our “Teavie” in your May issue . 
we are proud of the fact that “Teavie” 
is now nearly three years old, as our 
station went on the air in September 
1953. Just want to get this straight 

for the record. 

W. E. PENDLETON Jr. 
Promotion Director 
wMaz-Tv Macon 


Note: In writing on the WMAZ-TV trade- 
mark TV AGE inadvertently said the station 
went on the air in 1954. Sorry. 


I am sure you know how pleased 
we are to see the “Pied Piper” featured 
in the May issue. I expect you have 
recently received one of the brochures 

. sent to all agency people so that 
they will know how we are using this 
new feature . . . the identification is 
proving quite successful. 

Gaines KELLEY 
General Manager 
wraMy-tv Greensboro 


Listing Change 
Would you give us a listing under 


television set count in the Massa- 
chusetts column? When you realize 
that 94 per cent of our coverage is 
outside of the metropolitan area of 
Manchester, and nearly 75 per cent 


of that is in Massachusetts, you will 
(Continued on page 20) 








Television Age 


[1] I enclose payment. 





Please enter my subscription for TELEVISION AGE and the 1956 


Oe ) 
ee ee | 
ee 


ee 


Yearbook: 
[] one year $5.00 
[] two years $8.00 
Pe Poy ee 
Woot ate s+ oss hbdeaeas 
| Ee oe 
ALE PE CO EE ry Tree 
3 ES Perr OO, ay becnks 


444 Madison Avenue 
New York 22, N. Y. 


] Bill me. 
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WNHC-TV 


. because WNHC-TV 
gets you more audience 
than the next five stations 
combined* . . . stretches 
time to new dimensions in 
values and viewers, and 
Bives you sure coverage of 
the vital Southern New 
England market. It’s the 
viewer's first choice in 433 
of 514 quarter-hours.* Call 
your Katz Man — make it 
your choice, too. You'll 
like our kind of time! 


* ARB 9-County Survey, 
January 1956 


channel 


| 
| 


® television 


| COVERS CONNECTICUT COMPLETELY 


316,000 WATTS MAXIMUM POWER 
Pop. Ser. 3,564,150 — TV Homes 948,702 
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Low-Power TV 


Broadcast 
Transmitter 


HE perfect answer to the recent FCC ruling 

which permits low-power operation of TV 
broadcast stations. This tested and proved Philco 
transmitter incorporates advanced design circuitry. 
A crystal controlled exciter feeds picture and sound 
Outputs to a 20-watt linear amplifier which, in 
turn, drives a final power amplifier : ; : 150 watts 
peak output visual and 75 watts aural! 


y Exciter utilizes conventional 
receiving tubes. 


» 150 watts visual... 
75 waits aural. 


» Compact... occupies 
minimum floor space. 


% Economical to operate. 


» Available for VHF 
and UHF channels. 








Complete Low-Cost TV Station “Package” 


This new transmitter is the ‘“‘heart’”” of Philco’s 
compact, economical TV station package... 
including film and live pickup cameras, switching 
and monitoring facilities. And . . . Philco also offers 
an entirely new Microwave for relaying programs 
from remote sources! Write Dept. TA for specifi- 
cations and complete information. 











PHILCO CORPORATION 


PN a-Taili lime lil:| 
ndustrial Division 


In Canada: Philco Corporation of Canada Ltd., Don Mills, Ontario 


Philadelphia 44, Pennsylvania 


In Europe: Philco Corporation, Paris, France 

















KSL’s amount of public service *2le- 


casting, a number one obligation, is 


UP — as always! 


During the first three months of 
this year, KSL-TV devoted 
$31,837.00 in time, talent 
and production to public 


service telecasting. 


HSL-TV 


SALT LAKE CITY 


Serving 39 Counties in 4 Western 
States 
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Letters (Continued from page 17) 


see why it is important that we be 
listed this way. 
NorMan A. GITTLESON 
wMurR-TV Manchester-Boston 
Note: Cross listing will appear in future 
tissues. 
Pillsbury Article 
I read with interest your feature 
story on Pillsbury in the May issue. 
Pau S. GERot 
President 
Pillsbury Mills 
Minneapolis 


+++ you were very complimentary to 

our company and our managements. 
We appreciate it very much. 

GeorceE S. PILLSBURY 

Pillsbury Mills 


Minneapolis, Minnesota 


Public Service Totals Help 
We received your letter of May l, 
enclosing questionnaire relative to Pub- 
lic Service performed by our station 
during the first three months of 1956. 
We are of the opinion that this sur- 
vey that you are making will be of 
valuable assistance to all stations. The 
questionnaire, however, arrived at a 
time when it is impossible for us to 
work up and get back to you in time 
for inclusion in your analysis. Among 
other things, we were busy working 
up the questionnaire put out by the 
Senate Investigating Committee rela- 
tive to network programs. . . . On the 
next report we expect to be able to 
cooperate. 
Catvin Hanpy 
Business Manager 
KGNC-TV Amarillo 
Soft Drink Article 
Congratulations on a fine May issue 
and an informative article concerning 
the use of television by soft drink 
bottlers. I found the entire contents 
of your publication of real interest. 
Ben GINSBERG 
Editor 
The American Soft Drink Journal 


I wonder if it would be possible to 
have one or two reprints from the 
November, 1955 issue. . . . What I 
would specifically like is the article 
“Grocery Stores and Super Markets.” 

W. H. Kirkpatrick 
F. H. Hayhurst Co. Ltd. 

Toronto, Canada 

(Continued on page 24) 











SHREVEPORT’S 


oe 


TY NEWS & 
WEATHER 
are on 


SLA-TV 






‘') 


KSLA-TV News 
Director 


DON OWEN, $ 


a : 
AL BOLTON, KSLA-TV Weatherman 
at the weather board. 


< 





6:00 PM NEWS 
AND WEATHER 
KSLA-TV..... 30.9 
Station B .....9.4 


10:30 PM NEWS 
AND WEATHER 
KSLA-TV.....14.6 
Station B 











Based on ARB Survey on television 
viewing — week of March 8-14. 


© Full time local film photographer 

© Full time local reporter 

© A. P. Wire Service 

© Direct wire to U. S. Weather 
Bureau 

© Proven audience acceptance 


Full Power Basic CBS-TV 


See your Raymer man 
for full details. 


KSLASS 


FIRST IN SHREVEPORT, LOUISIANA 


















If I were 


atime buyer 
d buy 
ictory at Sea , 


Victory AT SEA rules out any possibility of error. Added to the large, loyal following is the proven 
This show proves itself mathematically. ability of Vicrory aT Sea to build prestige for its spon- 

On second, third and fourth runs, Vicrory AT SEA sors and sell merchandise. Get all the facts, call today. 
outrates competition, and at an unusually low cost- ; 
per-thousand. Even in a fifth run market VicTory eee Tere ees 

3 a ‘ Mart in Chicago; Taft Building in Hollywood. 
costs just $1.55 per thousand, per commercial minute. In Canada: RCA Victor, 2% Mutual St, Toronto. 
ts ; building, : 

Whenever it is shown, this great sales uil ing, pres Paice fir All Seattane ~ All Seaeors 
tige-building show continues to deliver great audiences : 


for its sponsors time after time. | BC Television Films 


A DIVISION OF KAGRAN CORPORATION 
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TALLEST TV TOWER 


IN THE SOUTH ! 


KEEP THIS IN MIND FOR FALL TV TIME BUYING— 


TV coverage of the Nashville market will take a giant step forward 


when WSM-TV completes its new tower, now under construction. 


VERAGE! 


Target Date: Sept. 30, 1956 


It will be not only the tallest tower in the South, but also much more 
than “just another tall tower”! It’s an entirely new kind of tower, using a 
new style antenna and a new type of steel that’s lighter, stronger, more 
resistant to corrosion. It embodies new principles of creative design 
built-in by scientists from the Massachusetts Institute of Technology 
and other top-flight electronic experts. It will give not only unsurpassed 
long-distance coverage, but will also eliminate the blind spots that 
cluster around the foot of many other tall towers. One of the technical 
journals has already characterized it as “the prototype of the tall 

TV tower of the future”. It will, in other words, do a coverage job that 
no currently existing tall tower can possibly do. 


And of course you already know that WSM-TV has been telecasting at 
maximum power longer than any other TV station in this market... 
and has always led the other two TV stations in share-of-audience, 

no matter whose survey you prefer. 


Channel 4 Nashville, Tennessee 
NBC-TV Affiliate 
-— 
| Clearly Nashville’s *1 TV Station 
ae IRVING WAUGH, Commercial Manag 
© tain , EDWARD PETRY & CO., National Advertising Representatives 


WSM-TV's sister station — Clear Channel 50,000-watt WSM Radio — 
is the only single medium that covers completely the rich Central South market. 
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Out of 96 


evening quarter 


hours 


KSYD-TV| 


WICHITA FALLS 
leads in 64... 


twice as many 
as Station “BY” 


THE SCORE: 64 to 32 


Sunday through Friday 
6:30 to 10:30* 











The leading carrier of 
National Spot business in 
the Wichita Falls market 
according to Rorabaugh 


Reports 


CHANNEL 


e) 


Syd Grayson 
General 
Manager 


























KSYD-TV 


ATol aliioie mel HKD cols 


Exclusive CBS for North Texas 
and Southern Oklahoma 
Hoag-Blair Company 
Nat'l Sales Representatives 


*Wichita Falls Metropolitan 
Area Telepulse for March 
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Letters (Continued from page 20) 


Don’t Forget the Red River Daves 

Buying adjacencies next to network 
programs is not always the way to gei 
maximum television coverage when 
placing spot announcements in the 
Southwest. Too often outside time- 
buyers overlook the many excellent 
locally produced shows that deliver 
audiences as large or larger than some 
of the network shows. 


As one station sales manager put it, 
“some of the timebuyers take one look 
at the western titles we’ve given some 
of our shows, and they seemed to be 
scared away. Don’t know why. Our 
rating is as good as the network com- 
petition programmed against us.” 

This situation exists in many of the 
top Southwestern markets where alert 
managers and program directors have 
established shows featuring well known 
and highly popular western artists that 
appeal to local tastes. 


The same thing holds true for kiddie 
shows, too. Many of the children’s 
shows produced in the Southwest are 
as well produced as anything on the 
network and rating-wise, out-rank or 
run close seconds to Disneyland. 


It seems that Madison Avenue time- 
buyers feel that it is far “safer” to buy 
network adjacencies. And therefore, 
turn thumbs down on availabilities that 
list locally produced shows. 


Consequently, a lot of advertisers 
miss excellent coverage values by not 
buying next to some of these local 
shows. This is one of the reasons 
Southwestern television advertised 
brands outsell many national competi- 
tors. 

J. P. STEWART 
Director Radio-Television 


Bozell & Jacobs Inc. 


Houston 


Reprints 
Is there any way of our obtaining 
twenty or so reprints of the “Hard- 
ware and Building Supply” article be- 
ginning on page 60 of the April, 1956, 

TV AGE? 

GRANT RECKSIECK 
Promotion & Publicity Mgr. 
KFsp-Tv San Diego 


Note: Order blank for reprints of the 
product group success story series may be 
found on page 115 of this issue by those in- 
terested in any of the articles in the series. 


gamble on 
the turn of a 
card to save a 
woman’s life 
and you turn 
up the ACE 
of Spades... 
you lose... 
your life! It’s 
a real gamble 
to play at... 


**THE SUICIDE CLUB” 


a famous adventure story 


by ROBERT LOUIS STEVENSON 


One of a sensational 
series of 26 FIRST-RUN 
ALL-NEW, HALF-HOUR 
quality television pro- 
grams on film...with the 
world’s top writers, top 
production, top stars. 


It’s all in 


NTA’s 
“THEATRE” 


with LILLI PALMER, your hostess 


For audition print and full details... 
WRITE —WIRE — PHONE TODAY 











National Telefilm Associates, Inc. 
60 West 55th Street, New York, N.Y. 
Plaza 7-2100 














WLW Radio and TV 


bring exclusive 
radar weather reports 


to their areas 


Radar weather reports! Life-saving, property-saving, minute-by- 
minute, radar weather reports! This is the latest public service and W LW 
Crosley exclusive offered by WLW Radio and Television Stations 
to their communities. 

. 
Crosley’s special radar-equipped weather station records the Radio 
weather over a 150-mile radius . . . pinpointing each condition, 
each change . . . and forecasting time of any storm-strike in an 


area. 
WLW is the first broadcast medium to employ this advanced radar WwW LW- f 


weather-forecasting facility. So forewarned is forearmed for WLW- 
land listeners and viewers — thru Crosley’s exclusive radar Cin cin na ti 


weather reports. 


And other important WLW public service contributions include: 


% Over 100 free announcements weekly and programs for chari- W iW. D 


table and civic activities. 


% Cooperation with local educational TV station by use of WLW Dayton 


Television personnel, transmitter and other facilities. 


% News programs thru Crosley’s exclusive Communications 


Exchange covering local, national and international scenes. W i W C 
<= 


% Variety of programs devoted to farmers, children, youth, 
religion, science, medicine, government and other vital aspects 
of community living. ( olumbus 


And the WLW Radio and Television Stations of the famous Crosley 
Group add — “it’s our privilege.” 





Crosley Broadcasting Corporation a division of 


MANUFAY CTURING 
CORPORATION 
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Beautiful 
balance! 


















WHO-TV serves 42 central lowa counties — over 
329,000 families — over 85% of them owning TV sets. 
Annual Effective Buying Income is $5002 per family 
($96.20 per week!) 


It’s a well-balanced market, too — split almost exactly 
50-50 between urban and non-urban. (Incidentally, 
new U.S. Census Bureau figures for 16 states rank Iowa 


first in farm TV-set ownership!) 


WHO-TV dominates this market as no other medium, 

or combination of media, possibly could. Loyal Iowans 
watch WHO-TV by the hour, and buy the products 
that bring them the shows — on Channel 13, 
316,000 watts. 4 
Ask Peters, Griffin, Woodward, Inc. forthe proof! , 





Channel 13 - Des Moines 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Peters Griffin, Woodward, Inc. 


National Representatives Affiliate 
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M-G-M Will Rent Film 
The M-G-M library, one of the best of the Hollywood 


film inventories, will not be sold outright for tv use. One 
reason is that the film company does not want to lose con- 
trol of its films if toll tv gets the green light. M-G-M plans 
to release the films on a rental basis. Either the NBC or 
the CBS film divisions are considered to be the most likely 
candidates for such a deal at the moment. Ziv and MCA 
are also reported to be under consideration. 


Toll Tv in Cuba 


Subscription television may get its first full-fledged 
workout in nearby Cuba. Principals are waiting for Cuban 
government sanction. All details between the American and 
Cuban interests involved have been worked out. 


Ballantine Football 


The Ballantine Brewery will have regular New York tv 
sports coverage from the beginning of the baseball season 
to the last kick after touchdown of professional football 
games. The brewery is to sponsor the New York football 
Giants this year on a 17-city regional CBS-TV network 
covering New York and New England. In addition to the 
11-game Giant schedule the brewery will sponsor the open- 
ing and closing league games, both between the Washing- 
ton Redskins and the Pittsburgh Steelers. 


Building Materials Challenge to Tv 


Relatively untouched market for television time sales- 
men are the building materials, equipment and fixtures 
manufacturers who hitherto have spent their big money 
in magazines. According to Publisher’s Information Bur- 
eau this advertising classification spent $32.5 million in 
magazines in 1955, $1.8 million in network television. 
Spot tv, TV AGE estimates, got around $3.5 million, while 
newspapers took nearly $14 million in 1954. Television 
Bureau of Advertising estimates spot spending by this 
classification in the last quarter of 1955 at $1,069,000 and 
in the first quarter of 1956 at $804,590. 


Time Seeking Spots 


Time, Inc.’s circulation development department, under 
the direction of John Philip Sousa III, has been trying to 
come up with a formula for a circulation mail order pitch 
via tv spots. Thus far all ideas have fallen short of the 
“dignity and prestige” qualifications set by the publica- 
tion’s publisher. If and when the right method is developed, 
Time, Inc.’s agency, Young & Rubicam, N. Y., will handle. 
Warren Bahr is the timebuyer. 


Metal Foil Spot 

Look for some daytime spot from Metal Foil Co., maker 
of Broil-A-Foil, an aluminum disposable broiling tray. The 
Wexton Co., Inc., N. Y., is the agency. 


Tv Boosts Schick Sales 

The tv push was undoubtedly the strongest factor in 
boosting Schick’s sales and earnings to new peaks in the 
first quarter of 1956. (See story page 54.) Schick’s volume 
for the March 31 period hit $4,674,498, compared with 
$3,093,677 in the corresponding 1955 quarter. Profits sky- 
rocketed to $919,418 from $314,688 in the comparable pe- 
riods. Those profit figures coupled with Schick’s product 
which is a natural for tv advertising—are the reasons the 
management has been busily denying weekly Wall Street 
rumors that it is being bought up or merged with any num- 
ber of organizations ranging from Revlon to General Elec- 
tric. 


Cited as Authority 

TV AGE was one of the authorities quoted by NBC in its 
brief filed with the Senate Interstate and Foreign Com- 
merce Committee last month. The brief charged that a 
group of film syndicators is spearheading an attack on net- 
work television and named some of the firms which it says 
are members of the group. The Tv AGE references were 
from an April 1956 article which showed that syndicators 
now offer stations 224 different series. 


Car Makers Will Use Spot 

Although a few automobile makers are at this point 
seemingly abandoning network tv, there’s good reason to 
believe that when new model time rolls around practically 
all car makers will use spot tv heavier than ever. The good 
reason: drastic changes in the design of the 1957 models. 


Spot Growth Continues 

National spot billings in March were 96.3 per cent higher 
than they were two years ago in the same month and 62.9 
per cent ahead of those in March 1955 the continuing and 
exclusive TELEVISION AGE Business Barometer reveals. While 
growth continues in both local and network billings the 
most sensational increases in the past two years have been 
in the national spot category. (See Business Barometer, 
page 31.) Tv AGE’s annual Fall Spot Outlook issue will be 
published July 5th. 


Buick May Buy Allen 

There’s a good possibility that Buick might take on 
Steve Allen’s Sunday night show on NBC-TV in opposition 
to CBS Television’s Ed Sullivan and Mercury. 
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AMOS’N’ ANDY, after 28 years, are 
still adding new pages to their fabulous 
history. The fastest-moving comedy 
team in the syndicated film field, Amos 
’n’ Andy have appeared in more than 
200 markets to date...and they’re still 
going strong, growing stronger! 


Daytime or nighttime, weekday or 
weekend, first run or re-run —regardless 
of market size or program competition — 
the 78 Amos ’n’ Andy half-hours now 
completed consistently draw top ratings 
in their time period. Ratings like these: 
Atlanta 28.4; Detroit 24.6; Toledo 25.6; 
Washington, D.C. 22.8; Los Angeles 21.7; 
Providence 27.8; Indianapolis 39.3.* 


Naturally such audience favor means a 
fast-growing list of satisfied sponsors. 
Food Fair, Sav-on Drugs, Sears Roebuck, 
Sinclair Dealers, Safeway, Tri-State 
Motors are just a few of the important 
local and regional advertisers currently : 
sponsoring Amos ’n’ Andy. 


For quick sales action in your market, 
join America’s most endearing, most 
enduring comedy team. Call or write the 
distributors of the fastest-moving 


films in television... 


CBS TELEVISION FILM SALES, INC. 
New York, Chicago, Los Angeles, 
Detroit, San Francisco, Boston, Atlanta, 
Dallas and St. Louis. Distributor in 
Canada: S. W. Caldwell, Ltd. - 


*ARB, latest available reports. 







































































The 
Outer 


Grandeur. . 
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The quiet grandeur of Southern architecture, 

Southern gardens, Southern charm still bespeaks 
itself in old traditions of which the Flag of the 
Confederacy remains an historical symbol. 


In today’s industrially-expanding South, 
sentiments may remain in.the past, but betting 
money is on the future. 


WRVA-TYV is part of this active scene. New to 
1956 Richmond, its guiding traditions of service, 
blueprinted in 1925, are a valued heritage from 
long-established, deeply-respected WRVA Radio. 
To the television families in Richmond, these 
traditions are a powerful catalyst. They mean that 
WRVA-TYV belongs to Richmond as no other television 
station ever has—or can. 


Represented nationally by Harrington, Righter and Parsons, Inc. 


WRVA-TV 


Richmond, Va. 
CBS Basic Channel Ps 


C. T. Lucy, President Barron Howard, Vice President and General Manager James D. Clark, Jr., Sales Manager 

















Business barometer 


In March television billings continued to climb. Sizable increases in every 
division were indicated in the exclusive TELEVISION AGE Business Barometer 


survey. 


Results, reported by Dun and Bradstreet to the magazine's editors, show that local 
billings increased 10.2 per cent in March over February, national spot was 


up 1l per cent and network gained 9 per cent. 








The all-around average gain for the medium in billings over the one-month period was 
about 10 per cent. 





LOCAL SPOT NETWORK 


comparing March billings with February: +102; +11.0 + 9.0 


Feb. Mar. April May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. 





Copyright 1956, TELEVISION AGE. Points indicated are above Oct., 1953, base month for chart. 


fhe gain in local billings of 10.2 per cent was the largest that has been registered 
in that category since last October when the increase over the previous 


month was 13.7 per cent. 





The gain in November was only 3.4 per cent and there was a decrease in December of 
-0.7 per cent and another in January of -7.5 per cent. In February the 
division showed a plus of 2.0 per cent (see chart). 





The March increase in local billings is an indication of the potency of spring 
selling campaigns on the local level. Last year in March the gain was 


even greater -- 15.9 per cent. 





National spot continues to be the glamour division of the glamour industry. The 
gain of 11 per cent over the month before continues the long gain which 
has never yet in the short history of the medium had a serious setback. 
However, even this gain is slightly smaller than that of last March when 
the increase shown by the Business Barometer was 12.4 per cent. 





June 1956, Television Age 3] 





Business barometer ..,,,...... 





In the year since, national spot has shown increases in every month except three -- 
June, July and December. 





The month-by-month-run-down of changes over the period before follows: March 1955, 
12.4; April, 0.5; May, 3.8; June, -6.9; July, -5.5; August, 2.4; September, 
16.2; October, 27.7; November, 2.3; December, -4.6; January 1956, 2.5, and 
February, 13.5. 





In network billings the gain of 9 per cent for March was unusually large. The gain 
for the category was greater than the same month a year ago when network 
business was up 6.7 per cent. 





In only three months over the past year did network register a decline. 





Complete report on percentage changes each month for network follows: March 1955, 
6.7; April, -2.7; May, 3.3; June, -6.4; July, -4.3; August, 1.1; September, 
8.2; October, 14.9; November, 3.5; December, 1.9; January 1956, 4.0, and 
February, 2.0. 





A check of the percentage point differences in the three categories over March 1955 
shows that local billings have increased only 24.5 per cent, but spot is up 
62.9 per cent and network, 34.5 per cent (see chart on this page). 





These changes are for the entire industry and should not be applied to individual 
Stations without taking into consideration the overall increase in the 





increase from March 1955 to March 1956: 


number of stations during the periods discussed. 


By station classification the March Business Barometer survey indicates that for the 
smallest stations, those with annual billings under $500,000, local and 
network billings were just about the same as the national average, but spot 
business was slightly less. 





Next larger stations, those with billings between $500,000 and $1 million a year, 
showed local billings at just about the national average, national spot 
just under the average and network considerably under the norm for 
the nation. 





Stations with billings between $1 and $2 million seemed to be showing the 
most increase in all departments. They were above the average in both 
national spot and network and far above in local business. 





Outlets with billings between $2 and $3.5 million were near the national average 
in all departments -- although a shade under in local business. 





Largest stations, those with billings above $3.5 million, were quite strong in 
network and national spot billings, considerably above the national average 
in both departments. 





This is the 30th TELEVISION AGE Business Barometer report. It is prepared from 
percentages furnished to the editors of the magazine by Dun & Bradstreet. 





The percentages are worked out from results of a survey sent to representative 
television stations of all sizes in all kinds of markets. 
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believes the same thing 





ADVERTISERS GET 
BIG-TIME RESULTS 
wiTH WFAA-TV!... 





This is a picture of a sale. And we believe that sales 
are the only measure of results on TV. Hamm’s Beer 
...now beginning their 4th 
year on the 10:00 P.M. news, reported by Joe 


Templeton. If you’re looking for big time results 


in the big Dallas-Fort Worth market............. 


We have got it! ! 





WFAA-TV 


CHANNEL 8—-DALLAS 
YOUR NBC - ABC STATION 
Covering 564,080 Television Homes 


Call Your 


PETRYMAN 


for availabilities, market data, and 
complete coverage information. 








J “ARI E T Y, REPORTS ON 


the “Bible of Showmanagement”’ 


WBC PUBLIC SERVICE 








MENTAL HEALTH—“Sing Along for 
Mental Health” . . . just given 
special award for its outstanding 
service in the fight against mental 
iliness, by the National Society for 
Mental Health. 





“WHITE HOUSE CONFERENCE ON EDU- : 
CATION”—To further better schools, bet- oO 
ter teaching, WBC created radio and TV 

documentaries, covered Conference and 

local pre-conference activities, is continu- 

ing active reports on resulting plans. 








Ph 





71 





All these programs are prompted by a basic WBC belief: That broadcast- 
ing is most effective on stations that have earned the respect and confidence 


of the communities they serve. 
ws WESTINGHOUSE 
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Westinghouse Way 


Westinghouse Broadcasting 
Co. did itself proud during the 
past year in the area of educa- 
tional programming, as it set 
about developing new patterns 
for all multiple-station owners 
and operators, at the same time 
injecting a high calibre of show- 

manship into public service 
H P ROGRAMM. IN G broadcasting. It can be proud of 
its record, to wit: Its Bergen 
Evans radio series; its unique 
coverage of the White House 
Conference on Education in 
both radio and tv; its pioneering 
in the field of public education 
in mental health with its “Sing- 
Along for Mental Health” cam- 
paign; its Helen Parkhurst 
series. 

Evans series was a compelling 
one, built around WBC convic- 
tion that there’s a large and 
growing audience in AM for 
solid intellectual fare, if brightly 
and sprightly done. However, 
the major project on which 
WBC concentrated was the 
White House Conference on 
Education—and to increase the 
impact of the conference on a 
town, city and state level, and 
to create a favorable community 
climate for the big meeting it- 
self, WBC launched one of the 
season’s impressive series— 
7 “The Big R”—based on the six- 
point conference agenda. WBC 
as such was fully aware of its 























st- 


JSE} BROADCASTING COMPANY, INC. responsibility to aid the cause 
aAmO TELEVISION of better schools, better teach- 
PITTSBURGH KOKA, PITYSBURGH—_KOKA-TV ing—and went about it the 
CLEVELAND—KYW CLEVELAND—KYW-TV . 
FORT WAYNE—WOWO SAN FRANCISCO—KPIX right way. 


PORTLAND— KEX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. Reprinted from Variety, April 18, 1956 
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On the Carousel 









Eye on New York The Pastor Our Goodly Heritage 


Right Now! Hickory Dickory Dock America in the Making Yesterday's Worlds 





One television station last year used $3,204,089 
worth of time and production facilities for local, unsponsored 
public interest programs and announcements. 


CBS OWNED 
WCBS-TV, CHANNEL 2 
NEW YORK 











Portable Sets. One of the most 
significant developments in tv set mak- 
ing — since color tv—has been the 
full-scale production of portable tv sets. 
These sets — lightweight, low-cost and 
maneuverable — are offering advertis- 
ers that extra plus in home saturation. 
It has even been found, mainly because 
of the low price, that portable tv’s 
have answered a demand for first sets. 

Scenes that were once uncommon 
may soon become familiar, like tele- 





Admiral 161% pounder is produced in 
six colors. 


vision in the office, kitchen, playroom 
and bedroom. 

In the past month, RCA, Philco and 
Admiral have placed portable tv sets 
on the market for the first time. West- 
inghouse and Magnavox have an- 
nounced their models are in production 
and will be ready soon. Tv AGE has 
learned that CBS-Columbia, Du Mont, 
Motorola and Sylvania also have port- 
ables in the works. 

The haste with which these manu- 
facturers are moving seems surprising 
considering that as long ago as last 
year only a small handful had such sets 
on the market. General Electric came 
out with their first portable in April 
1955. Emerson and Zenith also have 
had portable series. And Crosley has 
been marketing a 17-inch set with light- 
weight design. 


THE WAY IT HAPPENED 








Undeniably the most important thing 
about the portable tv market is that it 
opens the door for a convenient and 
less costly way for a family to own a 
second set —a set that is personal in 
nature and can be moved from room 
to room. Ross D. Siragusa, president 
of Admiral Corp., foresees three or 
four tv sets in every home as a result 
of this development. He also predicted 
that portables would have a tremendous 
foreign market. 

A spokesman for GE went further. 
He said the firm’s marketing specialists 
find these low-priced, lightweight port- 
ables have created a demand for first 
sets. Moreover, the idea that portable 
tv receivers are only of summertime 
utility can be dashed by a quick look 
at the major set makers who are chan- 
neling all their efforts to introduce a 
portable for the fall season. 


Portable Set Makers 


Most of the sets come in attractive 
multi-colors and are made of aluminum. 
They feature such things as disappear- 
ing or fold-away antennas, stands and 
handles. Here is how the major manu- 
facturers are facing portable tv com- 
petition: 

e RCA began serving its distributor 
pipeline in April with its portable tv 
model. It weighs 22 pounds, retails 
at $125 and measures 8” high, 914” 
wide and 13” deep. Sales are going 
“very well.” The set comes in four 
colors and features a disappearing an- 
tenna and tilting stand. 

e Philco will introduce its models 
this month. The firm has a 14-inch 
model that weighs 26 pounds and a 17- 
inch model weighing 32 pounds. Most 
of the sets are made of aluminum and 
feature fold-away antennas. 

e Admiral started deliveries last 
month of its portable, which weighs 
1614 pounds and provides a 10.375- 
inch picture. It comes in six colors and 
ranges in price from $89.95 to $119.95. 
Other size portables will be introduced 
this month. Admiral president Sira- 
gusa has stated, “. . . we anticipate 
industry-wide sales of approximately 


ewstront 





4,500,000 of these personal sets in 
1957.” 

e GE has three portable sizes. The 
14-inch weighs 26 pounds and prices 
start at $99.95. The 17-inch weighs 32 
pounds and retails at $149.95. The 
smallest GE set, a 9-inch, weighs only 
12 pounds and has no suggested list 
price other than under $100. Cabinets 
are aluminum and multi-colored. 

e Emerson has portables in two 
sizes, both without handles but offering 
lightweight design in standard chassis. 
The 14-inch set, in a wood and leather 
cabinet, weighs 38 pounds and sells for 
$168. The 17-inch set is in a metal 
cabinet, weighs 50 pounds and sells for 
$138, less than the smaller set. 

e Zenith has two 
each weighing 5414 pounds. The 1814 
series ranges in price from $139.95 to 
$149.95. The 1816 series features cine 
beam and cine lens and retails from 
$159.95 to $169.95. 


17-inch models, 





RCA portable is only slightly larger 
than a portable radio. 


e Crosley does not have a portable 
as such, but its Advanced V series fea- 
tures a lightweight 17-inch set that 
weighs only 46 pounds. Suggested re- 
tail price is from $139.95 to $159.95. 

The remaining major set makers 
are going all out to get their portables 
on the market. Westinghouse has an- 
nounced it will come out with a 17- 
inch set this summer (weight and price 
unknown) and a 14-inch sei weighing 
26 pounds by the fall (price unknown). 
Magnavox also has made it known that 


(Continued on page 56) 
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prison at 


a new concept in TV realism 


... gets into the heart as well as the home 











Gripping dramas based on real- 
life police cases which made front 
page news — taken from the files 
of the world-famous Sheriff of 
Los Angeles County, Eugene .W. 
Biscailuz, creator of many firsts in 
law enforcement. 


*1,500 man organized reserve 
* Volunteer mounted posse 

- Aero squadron 

* Police radio cars 

- Honor system prison farms 
-Youth rehabilitation centers 


Phone, urite, wire ABC Film Syndication, Inc. 
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clean sweep 
in the 
Carolinas! 





RADIO and TELEVISION sce caeocin 


First Place Awards for Excellence in News Operations 
for Both Radio and Television Stations Won by WSJS 


WSJS Radio and Television received the first annual 
awards for excellence in news operations presented by 
the Radio and Television News Directors Association 


of the Carolinas. Let WSJS Radio and TV win 


sales for you in North Carolina’s 
In 1955 WSJS Radio and Television received na- rich Piedmont market 

tional recognition when the National Association of 
Radio and Televi ision News Directors and Northwest- 
ern University’s Medill School of Journalism presented 
its Distinguished Achievement Award for radio news 
reporting, and the National Safety Council presented 
its Public Interest Award for exceptional service to 
farm safety. 





WSJS-Radio, in its 26th broadcasting year, covers 


an 18 county market. Radio-Televi sion 


NBC AFFILIATES FOR WINSTON-SALEM, 
GREENSBORO, HIGH POINT 
HEADLEY-REED, Representatives 


WSJS-Television reaches over 500,000 TV homes 
with 316,000 watts maximum power. 
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Stations are giving $178 million 


i 1955 American television stations donated 
time and talent worth more than $133 million 
to public service messages and programs. 

This year, if the stepped-up rate of such tele- 
casts in the interest of the public continues, the 


total will reach the astronomical figure of $179 
million. 

These and other facts about television’s biggest 
giveaway were revealed in an all-industry survey 
just completed by TELEVISION AGE. 

When it is remembered that the revenues from 
all tv time sales in 1956 are expected to reach 
$925 million, it can be seen that this $179 million 
amounts to about 18 per cent of the overall total. 


giveaway 


annually in public interest time 


It is somewhat surprising that in spite of this 
growing volume of telecasts in the public interest, 
tv executives do not complain of their increasing 
burden but seek, rather, to find ways to make this 
service to their viewers more complete and inter- 
esting every year. 

The answer seems to be in the manner of man 
who runs the nation’s television stations and net- 
works. As Robert E. Kintner, president of the 
American Broadcasting Co., points out: “The 
average broadcaster in his own community is 
generally highly respected and attacks his job 
with the same dedication to the community that 
has been characterized in America by the work 











of the traditional newspaper editor.” 


The interest which telecasters have 
almost universally shown in their city, 
state and nation is prompted by more 
than the fact that stations are licensed 
by the Federal Communications Com- 
mission to operate in the “public con- 
venience, interest or necessity.” The 
regular review of licenses by that gov- 
ernment body is important but not so 
important to the station executive as 
his obligation to the community which 
his station serves. 

As a leader in public affairs and a 
front-line mass communicator, every 
television executive knows it is impor- 
tant that his station do its part in 
promoting services which make his 
market a better place in which to live. 

That is the reason stations both 
large and small are giving away weekly 
thousands of dollars worth of time, as 
well as the services of the station 
personnel. That is the reason they are 
carrying programs and spots to pro- 
mote the Red Cross, the U. S. Treasury 
Savings Bond Drive, Boy and Girl 
Scouts and literally hundreds of other 
organizations which, like the television 
station, have the interest of the public 
at heart. 

In addition to these organizational 
campaigns, all the networks and every 
station give especial care to the de- 
velopment of documentary and educa- 
tional presentations and other pro- 
grams which are essentially service in 
nature. 

During the first three months of 
1956 the nation’s commercial stations 
donated time and services worth 
$44,708,210, according to a check of 
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figures from stations. If this rate is 
continued throughout the year — and 
there is every indication that it will 
be — the annual total for the year will 
reach the $179-million figure for pub- 
lic service broadcasts mentioned above. 
This is over and above the contribu- 
tions of the three networks. 

Size of statiens seems to make little 
difference in the time they give public 
service telecasts. The large and power- 
ful stations are only a little more 
active than those in smaller markets. 
Stations with the lowest Class A hourly 
rates carry almost as many programs, 
announcements and identifications for 
public interest reasons as do the sta- 
tions with the highest rates. Of course, 
the higher time rates make the cash 
value of time given by the metropoli- 
tan stations larger than that given by 
their small-market brothers. 


Average $292,346 


The average station in the Unitéd 
States donated $292,346-worth of time 
to telecasts in the public interest in 
1955. 

The average station with a Class A 
hourly rate under $250 donated $119,- 
291-worth of time. The average sta- 
tion with a Class A hourly rate of 
between $251 and $500 donated $191,- 
981; the station with a rate between 
$501 and $900 donated $272,019; sta- 
tions with a $901-$1,500 rate gave 
$471,249, and stations with a rate over 
$1,501 donated $1,262,807 on an aver- 
age (see table). 

This continued devotion of tele- 
vision stations to the interests of the 
people is not without recognition from 





high quarters. In a statement to 
NARTB members Sherman Adams, 
assistant to the President, paid tribute 
to the “consistent and generous assist- 
ance that your members have given to 
vital government information programs 
during the past year.” 

But there has been much criticism as 
well, and nearly every Congress has its 
probes of stations, the FCC and the 
television networks. 

Chiding telecasters for their modesty 
about their public service record, 
Chairman George C. McConnaughey of 
the FCC says that he welcomes con- 
gressional probes and adds that “most 
of them are born of a sincere desire 
on the part of members of Congress to 
keep abreast of developments in the 
industry and the activities of the FCC. 

“This is as it should be,” he says, 
adding that telecasters should “stress 
your public service accomplishments 
that have not received adequate pub- 
licity and build a record of public serv- 
ice that cannot be successfully chal- 
lenged.” 

Harold E. Fellows, president and 
chairman of the board of NARTB, 
speaks in a similar vein. “The Con- 
gress — year by year,” he says, “is tak- 
ing an increasingly critical interest in 
both radio and television. We must be 
constantly aware of this relationship 
to the lawmakers of the land.” 

“Our awareness,” he continues, 
“must inspire us to renewed efforts to 
acquaint them with the problems of 
operating a licensed medium in the free 
marketplace. If such legislators are 
knowledgeable about the media, we are 
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Time for the Public 


N THIS issue of AGE, we report a fact that has been a mystery for too long. 

How much time does television give to public service advertising and programming, 
and what is its value? Our figures show, as you will see by reading the lead article, that 
television this year will devote $178 million or 18 percent of the predictable total net time 
revenue of the industry to such broadcasting. 

These are new figures, which TELEVISION AGE has gathered by analyzing not only the 
national records of The Advertising Council, but also through a survey of. the stations 
throughout the land. 

A democracy requires a certain amount of neighborliness among its citizens, whether 
they reside in a Penthouse on Park Avenue or a farmhouse in the dust-ridden flats of 
Oklahoma. 

In a democracy, a man just naturally will put out a fire in his neighbor's house, even 
if he runs the risk of being accused of breaking and entering. 

Broadcasting, operated as it is by people cultivated in this American tradition, has estab- 
lished itself as a good neighbor. 

It is there when the stream breaks above the dikes. 

It is there to help the crippled and the hurt. 

To build a better street; to raise a spire above the church; to restore the home-less to 
homes and the health-less to health. 

And yet there are those who say: “This is not gratuitous. The broadcasters must devote 
a certain percentage of their time to public service broadcasting.” 

Both the proposition and the premise are incorrect. 

The proposition errs because no one — legislator or regulator, to name those of authority 
in such matters — has designated a “percentage” of time for public service broadcasting. 

The proposition is incorrect, further, inasmuch as it presumes that broadcast presenta- 
tions can be classified, in the first place, either as “public service” or something else, thus 
far undefined. 

If a broadcast doesn’t serve the public, it doesn’t serve at all. 

And the premise? There is the implication in such analyses of broadcaster behavior 
patterns that the average licensee gives time and talent to worthy causes by force rather 
than election. 

He gives to worthy causes because he wants to be worthy — as the citizen does who 
contributes to the Red Cross, or serves the PTA, or circulates a petition for safer highways 
and better playgrounds. 

The fact is, as established by this survey, that television broadcasters are exceedingly 
generous in their contributions to the public welfare. 

Those who would contend the contrary should give as much. 

They should give time, too. 

Time to visit the hospitals where the helpless are being helped — because broadcasters 
found funds to help them. 

Time to talk with the destitute — not here alone, but all over the world — who have 
found hope because a generous nation was told of their plight. 

Time, even if leisurely, to comprehend what is happening when a new school or hospital 


is erected, or a small child learns to walk. 


Let them give as generously of their time, and enrich their souls by giving their talent, too. 





The Editors 
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less likely to have visited upon us a 
flood of anti-broadcasting proposals. 
Those who 


against our great contributions of fine 


weigh our deficiencies 


showmanship and superb informational 
service and emerge with a tempered 
and reasoned appraisal of our industry 
are men and women whose voices 
should be heard, whose sentiments 
should be weighed and whose advice 
should be considered.” 

One of the most active segments of 
television in the field of public service 
and at the same time most often at- 
tacked is the group of networks. Cur- 
rently under severe criticism and in- 
vestigation in Washington, each of the 
networks has pointed with consider- 
able pride to its record and to its poli- 
cies of serving the people. 

“Whether it is in the field of drama, 
music, documentaries, news or informa- 
tion,” Mr. Kintner of ABC points out, 
“a close study of our business over the 
past fifteen years will prove, without 
question, that we have equalled, if not 
exceeded other media in both presenta- 
tions of past and contemporary mate- 
rial and in experimentation in new 
art forms.” 

Frank Stanton, CBS president, is 
one who believes in telling the indus- 
try and network side of the story. 

“Television,” he says, “has brought 
to this nation a wholly new form of 


journalism — electronic journalism — 
which gives the people an opportunity 
to see the great events as they happen 
and see the leading protagonists of the 
. . This, in 
many respects, will be the year of the 


main issues of the day. . 
television conventions, the television 
campaigns and perhaps even the tele- 
vision election. . . . I find it more than 
a little ironic that I should feel it even 
relevant, not alone necessary, to re- 
mind ourselves that tasks such as these 
can only be performed by networks 

. . these benefits are now being at- 
tacked — heavily.” 


“Force for Good” 


And at NBC Sylvester L. Weaver, 
board chairman, declares: “We at NBC 
work to make our medium a force for 
good, as well as a force for all-family, 
all-set use.” That policy, as is well 
known, has often been cited by the net- 
work in its plans for new programs. 

John Daly, vice president of ABC, 
speaking of the fight for freedom of 
information for television as well as 
for radio, pointed out that there are 
corresponding responsibilities which 
go with this freedom. “If we fail our 
duty and fundamental responsibilities,” 
he says, “then nobody is going to re- 
spect us.” 

Merle Jones, vice president in charge 
of CBS-owned television stations and 






AVERAGE STATION 


Station Class A § Announcements 
hourly rate 


911 
$501-$900 989 
$901-$1500 1,089 





general services, sums up his network’s 
public service policies as follows: 


“It would be comparatively simple 
to compute the total amount of sus- 
taining time devoted by CBS Television 
to rallying support for worthy causes 
and increasing the public’s knowledge 
and understanding of important issues. 
To assign a dollar value to this activity 
would produce a formidable figure. 
One out of every five announcements 
broadcast during the network’s sustain- 
ing programs are reserved for such 
purposes. Moreover, an impressive 
number of these sustaining programs 
— such as the special Connecticut flood 
relief program with Jackie Gleason; 
Report Card, the series of four broad- 
casts preceding the White House Con- 
ference on Education in November, 
and the weekly broadcasts entitled 
U.N. in Action—are themselves wholly 
devoted to matters of public interest. 


“Yet this alone scarcely tells the 


It fails to 
include such sponsored programs as 


full story,” he continues. 


Out of Darkness, the recent documen- 
tary on mental illness, and the See It 
Now reports on the vice presidency and 
Africa or to embrace the innumerable 
occasions when the stars on CBS Tele- 
vision’s major entertainment programs 
appeal to their vast audiences to par- 
ticipate in special causes. Since many 
of these appeals are integrated within 
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ments & 1.D.’s 





Programs donated 


75,849 


the program format, it is difficult to 
isolate the amount of time devoted to 
them and to arrive at an accurate esti- 
mate of their cost. Yet their impact 
cannot be ignored. Indeed, they reach 
the largest audiences with the unique 
persuasiveness conveyed by television’s 
most popular, respected and in many 
cases, widely loved personalities.” 

At National Broadcasting Co., David- 
son Taylor, vice president for public 
affairs, believes that conscience and 
faith are the guiding factors in de- 
cisions on the conduct of mass com- 
munications. 

“I know of no one responsibly placed 
as an editor of one kind or another in 
mass communications, who regards his 
public simply as customers to be ex- 
ploited,” he says. Pointing out the im- 
portance of what NBC calls its “Respon- 
sibility Concept,” Mr. Taylor explains, 
“This means that in addition to pro- 
grams overly and regularly devoted 
to enlightenment — and we have many, 
as do all networks and stations — 
every program shall consciously seek 
to embody in its regular format ele- 
ments which contribute to the knowl- 
edge and understanding of Americans. 
The responsibility concept means 
further,” Mr. Taylor continues, “that 
regular programs shall be cancelled 
in order that something special, some- 


thing beyond the conventional confines 
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Value time 


programs & personnel 


4,189 


3,895 


itll falt 


of the schedule shall be brought the 
viewer and the listener for the sake 
of increasing his awareness and re- 
sponsiveness toward the American 
mission.” 

Westinghouse Broadcasting Co. with 
its four tv stations is another example 
of the devotion by telecasters of a great 
deal of time and money to public serv- 
ice projects. The WBC production of 
a series of four half-hour programs on 
the recent White House Conference on 
Education was not only shown on its 
stations, WBZ-TV Boston, KDKA-TV Pitts- 
burgh, Kyw-Tv Cleveland and KpIx 
San Francisco, but was made avail- 
able to the National Citizens Council 
for Better Schools and is being shown 
to Parent-Teacher Associations and 
other school groups throughout the 
country. 


McGannon States Policy 


Speaking on the project, Donald H. 
McGannon, president of WBC, says, 
“At Westinghouse Broadcasting, we 
feel that it is our responsibility to 
present programs which will call the 
public’s attention to the current needs 
of education.” 

Mr. McGannon has repeatedly stated 
that many of the activities of com- 
munity-minded broadcasters go un- 
recognized and that the public is not 
generally aware of the importance 
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T otal donated 


in quarter during 1955 


$48,602 


$119,291 


191,981 


87,588 


471,249 


471,533 1,262,807 
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98,262 


which broadcasters place upon public 
service programming. 

The WBC executive sums it up: “We 
believe that radio and television are 
capable of almost limitless good for all 
people. It can be the pulpit in the 
home, the leisure-hour school house, 
the key to knowledge and enlighten- 
ment for millions, irrespective of their 
social or monetary position in life. . . . 
We will always strive to present reg- 
ularly and consistently good material 
that will not only feed the adventure- 
some spirit and the imagination of 
youth but programs also which will 
contribute to their education and de- 
velopment.” 

Sam Cook Digges, general manager 
of CBS flagship wcss-tv New York, 
speaking of the headline seekers who 
smear television, points out that “be- 
cause a number of individuals, with 
their own private axes to grind, have 
spoken in generalities, and will prob- 
ably continue to do so, I am sure that 
for the most part the general public 
may soon feel that television stations 
broadcast little other than bait-switch 
advertising; that television is over com- 
mercialized; that television programs 
contain little other than violence, sex 
and crime; and that all commercials 
and all the programs telecast are in 
bad taste. 

“Actually I think that most people 
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he “three-legged stool on which we 
have built our business,” says Harry 
| B. Cohen, president of the New York 
| agency that bears his name, “is media 














strategy, money strategy and copy 
strategy.” It may well be coincidence 
that he cites media first, but the adver- 
tising world has come to look on the 
| Harry B. Cohen Co. as an outstanding 
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leader in a vital area — spot television. 
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It is interesting, for example, to 
compare the agency’s expansion with 
the growth of spot. The Cohen Adver- 
tising Company is only eight years old, 
having been founded in 1947 when 
commercial tv, too, was just getting 
started. Since then, spot has grown 
enormously — advertisers have in- 
creased from fewer than 300 for the 
entire industry to nearly 3,000. In the 
same length of time, Cohen billing has 
skyrocketed from under $600,000 an- 
nually to more than $10 million this 
year (see chart). 
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Everyone in Television 





That these comparisons are not ar- 
tificial is indicated by the fact that an 
estimated 60 per cent of the agency’s 
business comes from broadcast media, 
and tv leads radio by about three to 
one. Every account in the house uses 
television, and all tv is currently spot — 














announcements, participations, ID’s 
and local programs. 





That doesn’t mean the agency is op- 





eee = MILLION posed to network programs, however. 
| It has, in fact, been responsible for 
several network shows in the past and 
is now considering three possibilities 
for this fall, at least one of which 


should be on the air by September. 





Yet the Harry B. Cohen Advertising 








Harry B. Cohen agency 



































Co., Inc. has become particularly ex- 
pert in spot placement for several very 
good reasons. 

One is “the little extra service” that 
the company tries to deliver in return 
for its commission. As a result of that 
attitude, the agency did not turn away 
from spot—as many larger agencies 
did — because it was a more complex 
buy or because “agency costs of doing 
spot business are infinitely greater” 
than straight network programming. 
(Interestingly, the hands-off-spot pol- 
icies at many other agencies are now 
undergoing sharp reversals. ) 

Second, the agency’s practice of re- 
taining top-flight personnel meant that 
its media department could handle spot. 
That section of the agency is staffed 
with experts, like Beth Black, director 
of timebuying, who has known spot 
purchasing from its origin in radio. 
In fact, Miss Black, who started in 
advertising as a secretary at Ruthrauff 
& Ryan, became that agency’s first 
timebuyer in 1934 and has been among 
the leaders in media purchasing ever 
since. From 1939 until she joined the 
Cohen Co. in 1953, she was associated 
with the Joseph Katz Co., buying both 
space and time. “Now I’ve returned to 
my first interest, you might say,” she 
explains, noting that she’s a timebuyer, 
exclusively. 

A third reason for the agency’s in- 
terest in spot tv is that it has always 
been “mindful,” as Mr. Cohen puts it, 
“of the lower right hand corner of the 
client’s balance sheet.” Spot has paid 
off directly for the client with sales 
increases. 

Case histories of Cohen accounts 
bear that out. Since it signed on with 
the agency, one client has tripled its 












billing, while the budget of another, 
older advertiser has quadrupled. That 
enormous increase can be traced to a 
proportionate sales growth, as well as 
to the client’s resulting decision to 
assign more products to the agency. 

Another, recently acquired product 





Harry B. Cohen 


has seen a straight sales increase of 
50 per cent in its first year with the 
agency, and in advertised markets, its 
volume jumped 88 per cent. Sales of 
still another client have risen between 
50 and 60 per cent, in direct contrast 
to other manufacturers of his size and 
product group who suffered a general 
decline in volume. Within two months 
after acquiring yet another account, 
the agency had not only reversed a 
longtime sales decline, but managed to 
do so for $100,000 less than had been 
spent in the previous, comparable 
period. 

In fact, the Harry B. Cohen Co. 
estimates that a good third of its enor- 
mous growth has come —not from 
new clients — but from sales increases 
on the part of clients already in the 
house. And 
helped by wise spot purchases, it’s 
little wonder that the agency, while 


since all accounts are 


is rocketing to new advertising heights by intelligent spot placement 





only among the top 60 or 70 in terms 
of dollar totals, is considered among 
the top 10 in spot tv. 

The second leg of the stool, money 
strategy, obviously means delivering as 
much advertising as possible at the 
lowest possible cost. Says president 
Cohen, “It’s getting results for our cus- 
tomers. . . . We've made advertising 
profitable for them.” 

In doing so, the company has ad- 
hered strongly to the principle of per- 
sonal service. “I made a mental resolu- 
tion when I started,” says Mr. Cohen, 
“and it worked.” That resolution was 
to have the agency’s top men give per- 


There 


is no second string, relegated to ex- 


sonal attention to all accounts. 


ecute an advertising program once a 
client has been lured in by the big 
boys. Not only do agency principals 
manage all advertising directly, they 
are also “intimately acquainted” with 





Francis X. Brady 


the business problems of all clients. 
“We're never going to have a factory 
or a machine operation — or a vice 
president in charge of keeping track 
of who our clients are,” the president 
asserts. 


(Continued on page 107) 
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Movies on television 


ovies may be better than ever, 

but, according to an exclusive 
Pulse survey, most people are seeing 
them on television. And audiences for 
feature films on tv seem just as large, 
just as assertive and just as enthu- 
siastic as they were back in the days 
when movie houses charged only a 
40-cent admission. 

The survey, taken especially for 
TV AGE by The Pulse, Inc., was con- 
ducted among 500 men and 500 women 
in the metropolitan New York area. 

The initial query was intended to 
find the scope of general interest in 
motion pictures among the 1,000- 
person sample: “When was the last 
time you went to the movies?” 

Answers to that—and, indeed, to all 
the survey questions— indicated a still 
vigorous interest in films on the part 
of the American public, regardless of 
where the pictures are shown. If no 


48 June 1956, Television Age 


Pulse survey finds 
that just about everybody 
likes — and watches — 


feature films 


other point, the study assuredly shows 
that the combination of pictures and 
sound, an identifying characteristic 
of movies and television, is of major 
importance in mass communications. 

Some 23 per cent—230 of the 1,000 
people interviewed—had gone out to 
a show within the week. Another 14.6 
per cent had not been for over a week, 
but had attended a film within the 
fortnight. And a comparable number, 
some 14.4 per cent, had been to the 
movies from two weeks to a month 
previously. 

That meant that within the previous 
month, 52.0 per cent — well over half 
the total—had gone out and paid 
money to see motion pictures. (The 
survey, it should be noted, did not ask 
whether the people were seeing first- 
run or re-releases at local theatres.) 

Then, statistics dropped sharply 
(see question 1). Those who hadn’t 


QUESTION 1: When was the 
last time you went to the 


movies? 


This week 

One week ago but 
less than 2 weeks 146 
2 weeks ago 

to 1 month ago 
Over 1 month ago 
but less than 

2 months 71 
2 months but 

less than 3 months 76 
3 months but 

less than 6 months 76 
6 months but 
lessthanl year 48 


230 


144 


l year orlonger 148 
Not certain 

(over 1 month) 56 
Don’t goto movies 5 
Total 

respondents 1000 


23.0% 
14.6 
14.4 


7.1 
7.6 
7.6 


4.8 
14.8 



































QUESTION 2: in last 


(/f 
month) How many times have 
you gone to the movies dur- 
ing the past month? 


l 209 40.2% 
2 138 26.6 

3 54 10.4 

4 84 16.1 

5 or more 35 6.7 
Total who 

went to movie 

in past month 520 100 











been to the movies in a month were 
about matched by those who hadn’t 
The 
important note, perhaps, is that as 
many as 14.8 per cent of the sample 
had not seen a feature-length picture 
for over a year. That seems to estab- 
lish the point that, in movies as in 
everything else, there’s always a dis- 


been in two months and so on. 


interested minority. 

The 52 per cent who'd gone out to 
movie houses within the month were 
asked how many times (see question 
2). An assertive 40.2 per cent had 


gone once. That means 209 out of 





QUESTION 3: Have you 
watched any movies on tele- 
vision during the past month? 


Yes 888 88.8% 

No 12 n2 | 

Total | 
1000 100 


| 
| respondents 
| 





1,000 people. Another 26.6 per cent 
had been twice. And loyalty to motion 
pictures was demonstrated still further 
by the response of a surprisingly 
strong 16.1 per cent. They had gone 
out four times — once a week. 

The next step (see question 3) was 
meant to compare audiences of movies 
in theatres with audiences of movies 
on tv. The exact wording of the ques- 
tion was, “Have you watched any 
movies on television during the past 
month?” 

While only 52 per cent had been 
out to films at theatres within the 
month, a remarkable 88.8 per cent had 
watched features on television. These 
figures seem to indicate that, while 
most people seem to enjoy movies, 


when they’re available admission-free 
on television, just about everybody 
watches them. This enormous demon- 
stration of loyalty is all the more 
impressive when one considers that 
the survey was conducted among resi- 
dents-at-large, not among tv set own- 
ers, only. (Even so, those who had not 
seen movies on tv within the month’s 
time were a stark minority of some 
11 per cent.) 

That wasn’t the end of the story by 
any means, Not only do 
people seem to enjoy movies and pre- 


however. 


fer to watch them on television, but 
they report that, in comparison with 
a year ago, they are spending more 
time than ever with tv feature films. 
The 888 people who had watched tv 


movies within the month were next 





QUESTION 4: Do you find that 
you are spending more time, 
less time, or about the same 
time watching movies on tele- 
vision at present as compared 
with a year ago? 











More time 409 46.1% 
Less time 107 12.1 
Same 372 41.8 
Total who 

watched tv movies 

in past month 888 100 





asked, “Do you find that you are 
spending more time, less time or about 
the same time watching movies on 
television at present, as compared with 
a year ago?” 

Again, the results were emphatically 
on the side of television (see question 
4). More than 46 per cent of the 888 
who had seen tv movies — some 409 
people —averred they’re spending 
“more time.” A comparably large 
portion, some 41.8 per cent, said they 
are still watching about the same 
length of time, while a meager 12.1 
per cent answered “less.” 

The conclusion again seems obvious. 
The audience, both 
movies and television, are even more 


interested in 


ardent when the two are combined. 
And where there’s a change in viewing 
(i.e., “attendance”) habits, it’s a posi- 
tive one toward still greater interest 
in movies on television. 

Could one reason for this be the 


improved quality of tv feature films, 
The Pulse staff wondered. 
fifth query, they asked, “Would you 
say that the movies now being shown 
on television are better, 
about the same as those shown a year 
ago?” The audience again expressed 
a strong approval of tv programming, 
with nearly 60 per cent indicating they 
find this year’s program quality better. 


The emphasis 


haps, when the percentage is translated 


into numerical 


the 888 questioned like this year’s tv 


films better. 


What is the other side of the coin? 
There seems to be none, for only 5.6 
per cent of the 888 tv viewers voiced 
objection to tv-movie quality. 
were the very few who find films 


“worse now.” 


Another 36.3 per cent feel movies 
on tv are about the same now as they 
were a year ago. These people 
the 41 per cent who continue to watch 
the same length of time now as a year 
ago—might be considered the satisfied 
tv viewers who not only enjoy their 
use of the medium, but may even find 
some security in the sense of status 


quo. 


Further interrogation revealed that 
over three-quarters of the 888 tv-view- 
76.8 


ers —- some 


movies to be 


minutes long (see question 6). The 


most favored 
lengths is the 
with 41.5 per 


preference. In 


| 


Better now 516 58.1% 
| Worse now 50 5.6 
Same 322 36.3 
| Total who 
| . 
| watched tv movies 
| in past month 888 100 
| 


program length, an earlier Pulse sur- 
vey showed that 40.0 per cent pre- 
ferred features to be one hour long 
(“The Long and Short of It,” Tv Ace, 


March, 1956). 


QUESTION 5: Would you say 
| that the movies now being 
| shown on television are bet- 
| ter, worse, or about the same 
| as those shown a year ago? 






















































For their | 


worse, or 


becomes clearer, per- 


terms. About 516 of 





They 


like 


e200 
cent — prefer 


hour to 90 


per 


from an 


of the 


one-hour feature film, 


two program 





cent citing it as their 
a one-market study on 
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Award-winning 


station 
feels that 


the audience is 
‘% as interested 
in living 

as it is in 


laughing 


Armchair 
circle 


television station is only as im- 
A portant to its advertisers as it is 
to its audience. 

Its position may be considered ex- 
cellent when the vast majority of citi- 
zens tune to its channel with confidence 
—sure that they will be entertained 
and informed, that the program fare 
will be of high calibre and the com- 
mercials which support it will be hon- 
est, in good taste and limited to a rea- 
sonable number. 

Many stations have excellent records 
in this regard. Some, which have tried 
to achieve this peak of audience con- 
fidence, have found the goal difficult 
to reach. A clue may be found in a 
closer look at a station which has been 
consistently honored for its program- 
ming—weBNs-Tv Columbus. 

At the Ohio station the policy be- 
hind programming is perhaps best 
stated by the manager, Richard A. 
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Columbus-1955, a telementary 





Farmtime with Bill Zipf 


Borel, director of television for The 
Columbus Dispatch Printing Co. He 
says, “We have felt that the ‘armchair 
circle’ has a right to expect that tele- 
vision be provocative and informative 
in presenting the world of politics, 
business, science, art and education— 
as well as presenting a world of sequins 
and clowns. The station has found in 
six years of telecasting that the audi- 
ence is as interested in living as it is 
in laughing.” 

Feeling further that “a station is 
only as good as its service to the com- 
munity,” the Channel 10 outlet has 
put special emphasis on local service 
shows. Although it is affiliated with 
the CBS Television network, WBNS-TV 
has demonstrated that its own origina- 
tions, preduced for day-in, day-out 
consumption, are as durable as they 
are entertaining to Columbus watchers. 


How has this approach paid off? 





Western Roundup 





Kitchen Fair 


For one thing, the station has a cab- 
inet full of awards like that from the 
duPont Foundation in 1952, its cita- 
tion from the professional journalism 
fraternity, Sigma Delta Chi, plus nods 
and honors from the Headliners Club 
and the Freedoms Foundation. Its most 
recent trophy came from the Thomas 
Alva Edison Foundation for the best 
youth programming of 1955. 

“We are particularly proud of our 
community service programming,” Mr. 
Borel explains, “for the objective has 
been to deliver a delicate balance of 
education and show business in a 
warm and intimate fashion.” 

The community of Columbus has 
obviously been won over to a large 
degree. WBNS-TV has.drawn participa- 
tion and support from local citizens 
like businessmen and housewives, from 
civic groups like boys’ choirs and serv- 
ice clubs, from independent organiza- 

















Man from Mars, a documentary 


tions like the state university, churches. 
philanthropies and government units. 
Even state police and the U.S. Air 
Force have helped get a WBNS-TV pro- 
gram on the air. 

Just as importantly, advertisers, too, 
are looking toward the station to pro- 
mote everything from appetizers to 
zippers. Test campaigns have been run 
there, for example, for Gleem, Camp- 
bell’s Frozen Soup, king-size Coca- 
Cola, Saran Wrap and many others. 

Finally, the history of WBNs-TVv rat- 
ings shows a steady and impressive 
growth. 

The Channel 10 outlet is proudest, 
as noted, of its community service and 
calls these programs telementaries. 
Yet it approaches them conservatively. 
Management thinking is that a num- 
ber of public service shows at frequent 
intervals not only skyrockets produc- 
tion costs (and thereby limits the po- 








Outdoors with Don Mack 


Looking With Long, news show 


dis- 


extrava- 


tential of each show) but also 


sipates production energy 
gantly. This is especially true at the 
local level where, instead of being as- 
signed to separate productions, one 
crew turns out all local originations. 
Instead of rushing in hurriedly and 
risking a badly performed project, 
WBNS-TV saves up, so to speak, and 
then goes all out—in time production 
effort and expense—to produce a sin- 
gle telementary of top calibre. 

The longer the show, according to 
program director J. R. Reeves, the 
more elements can be worked in. One 
recent production, for instance, ex- 
amined six distinctly different areas 
of one subject, modern engineering. 
To treat them as separate programs 
would have required individual for- 
mats, settings, film sequences and, of 


Then, 


each would have warranted only a 15- 


course, station time. at best, 






















Touring the Town 


> 


minute program. By putting all six 
together into a single telementary 
with a single set-plan, prop list and 
film and production outlines—the final 
cost was. reduced considerably. Yet, 
each phase of engineering still received 
close to nine minutes of airtime. 

The first year WBNS-TV tried its own, 
local spectaculars, it preempted Class 
A time and produced four separate 
telementaries. 

The first, on Oct. 11, 
commemorate the succeeding 
Day. (The 


obvious importance in a market named 


1954, was to 
day, 
Columbus holiday had 
Columbus.) With its home the largest 
city named after the Genoan, WBNS-TV 
Here, 


} ou Are 


called the program, You Are 


and imitated its network’s 
There, replete even to a specially taped 
opening by CBS-TV’s Walter Cronkite. 
The program told and showed Ohioans 
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Travel, hotels and resorts 


lamorous television is proving its 

worth as a natural advertising 
medium for one of the more seductive 
of the product classifications — travel, 
hotels and resorts. 

This year TELEVISION ACE estimates 
the companies selling transportation 
to and from vacation paradises and the 
hotels and resorts themselves will spend 
around $6 million to advertise their 
services on television. 

While this is an increase of nearly 
25 per cent over the amount spent by 
this group in tv last year, it is a con- 
servative estimate of the 
rapidly increasing interest among air- 
lines, railroads and hotels in telling 
their stories and showing their prod- 
ucts by means of television. Advantages 


in view 


of the visual medium for advertising 
and wave-washed 
beaches are so apparent as to be 


scenic mountains 


obvious to even the most reactionary 
resort advertising executive. 
Compared to the gigantic $25 billion 
which it is estimated Americans will 
spend on travel in 1956 the $6 million 
going into tv advertising seems small. 
Printer’s Ink has estimated over $20 
million was spent on magazine adver- 
tising in 1955 and $43 million in 
newspapers for transportation ads. 


The challenge to television is 
obvious. The travel-vacation field is 
a rich and growing business that needs 
the lift which television advertising 
can give. 
only for tv salesmen to cite examples 
of the success of the medium in selling 


In many cases it remains 


the vacation product to win new 
accounts for television. 

In the transportation group airlines 
have been the most aggressive users of 
tv. In the fourth quarter of 1955 the 
airlines spent $277,000 on national 
spot while in the first 
quarter this year they totalled over 
$500,000 in the medium, according to 
the Television Bureau of Advertising. 


The increasing use of spot is indicated 


television, 


by the figures. 

While airlines have used little net- 
work television up to the present time, 
several of the larger companies are 
considering it. TV AGE estimates that 
with the increasing interest which air- 
lines are manifesting in television total 
advertising in the medium this year 
will be about $3 million, with a further 
increase to be expected in 1957. 

Typical of the thinking at larger 
airlines is that of Pan-American World 
Airways which is sponsoring 
Meet the Press alternate weeks on 20 


now 


NBC stations. The program is a half- 
hour interview show at 6 p.m. on 
Sundays and costs the airline in the 
neighborhood of $60,000 a month. 

In addition, Pan-American sponsors 
Weaver the. Weatherman five nights a 
week on wtvJ Miami and the World 
News on KGMB-TV Honolulu. 

Delta Airlines is currently using 
television on seven stations with con- 
siderable success. During the last 
quarter of 1955 TvB estimates that 
Delta spent between $64,510 
$40,080 on national spot. 

“Delta Airlines was among the first 


and 


in the transportation field to recognize 
tv as a vital and important adjunct to 
our advertising media,” says E. H. 
Bishop, district sales manager of Delta 
in the Miami area. The Miami Inter- 
national Airport there is one of the 
company’s most important bases. 

Delta has been using wtvJ Miami 
for six years with five 20-second spots 
a week and has recently added 10- 
second announcements to the schedule. 
The company finds that reaction to its 
television advertising is fast. “For six 
years,” adds Mr. Bishop, “we have 
felt that our wTvJ spots have been 
most helpful to us in telling a quick 
story effectively.” 


A 25-billion dollar industry invests more than six million dollars 























Mr. Bishop illustrates the power of _on eight stations in four markets. This 
Delta’s wtvJ advertising by telling may be compared with the fourth 
about a tv slogan that hasn’t been used quarter of 1954 when the company 
for more than three years but lingers _ used only five stations in Washington, 
in the memory of customers. In 1952 Jacksonville and New York. TvB esti- 
the Delta spot featured a stewardess mates National’s spot spending in the 
bidding goodbye to a family that had __ period at between $65,250 and $117,- 
just enjoyed a Delta flight. “Don’t for- 180. By the last quarter of 1955 the 































get . . . we haul you all,” she said. _airline had added another station and 
Mr. Bishop observes that the phrase a market, Orlando, and before the new 
is still bandied about the Delta termi- _year was also on two stations in Miami. 
nal. “Friends often call me Ed ‘We- Currently, National uses WRCA-TV 
Haul-You-All’ Bishop,” he says. and wcss-tv New York; wrc-Tv and 

Other stations being used by Delta wTop-tv Washington; WMBR-TV Jack- 
include WAGA-TV and wsB-Tv Atlanta, — sonville; wpBo-tv Orlando and wrtvJ 


WBKB and WNBQ Chicago, WDSU-TV Miami and witv Fort Lauderdale- 
New Orleans and wHBQ-Tv Memphis. Miami. Agency is Grant Advertising. 
Burke-Dowling, Adams, Atlanta, is the The company likes news and weather 
agency for the account. programs but buys minutes and par- 

Fast-growing National Airlines has _ticipations on other high-rated local 
rapidly built its business in low cost shows as well. On wrca-tv National 
air transportation through television. ses minutes on the local Steve Allen 
During the first quarter of 1955 the Show (11:20-11:30 p.m., Mon.-Fri). 
company set new records both for On wcss-tv the airline sponsors Rob- 





operating revenue and earnings, ac- ert Trout’s news program 6 O’Clock 
cording to G. T. Baker, chairman and _ Report. 
president. The net income for that In Miami National holds a five-year 


period increased 32 per cent over the contract for the feature news program 
same period a year earlier and totalled = on witv (7-7:15 p.m., Mon.-Fri. in 


$2,251,141. summer and 10:30-10:45 p.m., Mon.- 
National, specializing in the east Fri. during winter). Executives of the 
coast-Florida trade, is using television (Continued on page 75) 


annually on television advertising 


a series of product group success stories ; 3 




















First plant: on the third floor 
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Col. Jacob Schick K. C. Gifford 


Wired for 
sound selling 


Schick chooses an 
electronic medium to triple sales 


of its electric shaver 
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his morning an estimated 20 million 

men got out of bed, stumbled to the 
bathroom (a few cheerful wide-awakes 
strode briskly), looked in the mirror 
and then started their morning routine 
—showering, brushing teeth and shav- 
ing. Their routine is not unusual, but 
these 20 million men share one identi- 
fving trait: They shave electrically. 

In fact, keeping them supplied with 
shavers has: become a gigantic busi- 
ness that in 1955, alone, produced re- 
tail sales of more than $121 million. 
The booming business has fostered an 
also-booming competition, but one 
company has held its lead so effectively 
that it has become one of the nation’s 
fastest-growing, small appliance manu- 
facturers—Schick. 

Schick, which only recently moved 
from its former headquarters in Stam- 
ford, Conn., to Lancaster, Pa., is 
housed in a new plant there. The fac- 
tory, itself, represents a $3-million in- 
vestment by Schick that the 20 million 
who used electric razors this morning 
will, before long, become 50 million. 
And to back up that investment, Schick 
is also stacking chips heavily on adver- 
tising, primarily tv. 

In the past Christmas season, for ex- 
ample, Schick planked out the great- 
est sum any company its size has ever 
put on the power of video. Within 90 
days, it unfolded $2.5 million adver- 
tising dollars; tv got nearly $2 million 
of it. Dealer and local promotion un- 
doubtedly hoisted the final tv take. 
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That Schick is spending such a sum 
is a good indication of what’s taking 
place in the electric shaver market. 
Years ago, Schick, Remington Rand 
and Sunbeam were splitting sales three 
ways and making a small, but tidy, 
profit on a generally ignored area of 
the personal grooming trade. But now 
the electric shaver market is booming 
and has gone competitive in a big way. 

And television is a major cause. Total 
sales of the watt-powered trimmers had 
risen gradually until they reached two 
million units. Then, in 1951, Schick 
used tv advertising for the first time, 
and results were far beyond expecta- 
tions. Industry sales that year jumped 
by more than 750,000 shavers. Since 
then, other manufacturers have come 
into the picture, most of them riding 
the tv bandwagon, and total sales have 
continued to bounce upward. This year 
they’re expected to top 4.5 million— 
and even that figure may prove con- 
servative. 

And this season on television, Rem- 
ington Rand sponsored 18 major net- 
work productions before Christmas. 
Sunbeam signed on for the Milton Berle 
and Martha Raye shows, while even 
the newcomers like Ronson and North 
American Phillips (which manufac- 
tures the Norelco) were scrambling for 
tv time. Add to that foreign-made 
brands like the Duet, Cardinal or Payer 
just to make the sales race interesting. 


This season the battle promises to get 
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New Lancaster factory: $3-million symbol of a going product, wise advertising and aggressive plans for 


even rougher when the Bulova Watch 
Co. ushers in a new shaver. As one 
of the foremost pioneers in television, 
Bulova can be counted on to unleash 
a full bombardment of video advertis- 
ing to unveil its new product. 

But whatever advertising techniques 
the new entrants adopt, it’s a good bet 
they'll have studied closely the ap- 
proach Schick used to carve its niche. 

Schick made its 1951 tv debut with 
a show featuring whisker-voiced 
Rudolph Halley, then riding the crest 
of his popularity as counsel for the 
Kefauver crime inquiry. Halley’s de- 
livery was unimpressive—he probably 
irritated as many viewers as he in- 
terested—and he was not backed up 
with notable material, props or guest 
personalities. 

But it was good enough to give 
Schick a convincing demonstration of 
tv’s power. Although the program was 





The earliest and latest models 
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the future 


telecast in only a few cities, it featured 
a single product, and there was a 
straight-line relationship between sales 
and advertising. So when, within only 
a few weeks, sales of the Schick shaver 
began zooming by 25 to 50 per cent, 
the answer was obvious. 

The sponsor began immediately to 
look for a more permanent program. 
After a number of experiments and 
studies, Schick adopted a bumptious, 
hustling, ambitious comedian as the 
man to win public attention for their 
Schick 


Gleason’s first sponsor and stayed with 


product, Jackie Gleason. was 


him until the mighty General Motors’ 
Buick Division 


with a promise of what amounted to 


wrenched him away 
life-long income. 

Both Schick and Buick were clients 
of the Kudner agency at that time, and 
there was some speculation that Schick 
the 
whereby the show it had pioneered 


looked dourly on negotiations 
was taken over by another account at 
the same agency. Whether there was 
foundation to the report or not, Schick 
1955, 


it signed with Kenyon & Eckhardt. 


changed agencies Jan. 1, when 

But there is reason to believe that 
even without any autos in the back- 
ground, Schick was about ready to 
shift gears, anyhow. In the first place, 
Gleason won several sponsors, so 
Schick, apart from its justified pride 
in being the first, had no special posi- 
tion to gain from sticking with the 
show. And, as it has since turned out, 


(Continued on page 84) 























strange 
seaman 
warns you 
to beware 
of dark 
men, but 
you don’t 
listen, 
watch out 


“THE BROWN MAN’S 
SERVANT” 


a spine-tingling mystery 
by W. W. JACOBS 


One of a sensational 
series of 26 FIRST-RUN 
ALL-NEW, HALF-HOUR 
quality television pro- 
grams on film...with the 
world’s top writers, top 
production, top stars 


It’s all in 


NTA’s 


“THEATRE” 


with LILLI PALMER, your hostess 


For audition print and full details... 
WRITE — WIRE — PHONE TODAY 




















National Telefilm Associates, Inc. 
60 West 55th Street, New York, N.Y. 
Plaza 7-2100 








Newsfront (Cont'd from page 37) 


a portable receiver will be “introduced 
shortly.” Tv AGE has further learned 
that CBS-Columbia has a portable in 
engineering and development which 
probably will be ready for the fall sea- 
son. Du Mont also has a portable with 
handles which likely will be another 
fall entry. Sylvania has “plans for in- 
troducing a set this fall.” And Motor- 
ola “definitely” has one in the works. 


MEASURING TV. The magic word, 
television, brought a record number of 
advertiser and agency executives into 
one New York room last month to hear 
Oliver Treyz, president of TvB, and 
Gene Accas, his director of operations, 
outline some new measurements by 
which they are able to predict the di- 


| mensions of the industry. 


Like a Broadway play which has 


| gone through trial runs in lesser cities 


the TvB presentation was a stream- 
lined and improved version of the 


earlier performance which was given 





RICHARD DEUPREE 
P & G will use more tv 


before the NARTB in Chicago. TvB 
statistics at both meetings included the 
fact that television in 1955 became the 
biggest of the media by virtue of a 
gross of $785 million as compared 
with $750 million for newspapers. 

Mr. Treyz went on to say that this 
margin of leadership will be even big- 
ger in 1956 and to point out that tv 
this year is up 23 per cent as compared 
with a growth by newspapers of 8 per 
cent. 

Richard Deupree, chairman of the 


board of P&G, tv’s biggest advertiser, 
was quoted as telling stockholders that 
P&G will increase all types of advertis- 
ing over last year with particular em- 
phasis on tv. 

As an illustration of the trend to- 
ward television Mr. Treyz cited the 
example of the Carnation Co. In 1946, 
Carnation invested 61 per cent of its 
budget in radio, 18 per cent in maga- 
zines and 21] per cent in newspapers, 
according to company records. Al- 
though tv was not a factor in 1946 it 
had forged ahead of newspapers and 
magazines by 1951 when it took 28 
per cent of the budget. 

In 1956 Carnation is investing 9 per 
cent in radio, 18 per cent in magazines, 
17 per cent in newspapers and 56 per 
cent in television. Of these expendi- 
tures for tv 60 per cent will be net- 
work and 40 per cent spot, the Car- 
nation Co. says. 

In closing Mr. Treyz pointed to the 
new advantages which color television 
is offering advertisers. 

“Now, more and more,” he said, 
“the television advertiser, both network 
and spot, is finding a new and still 
more potent advertising tool at his dis- 
posal: a paint brush . . . now he can 
paint in glowing colors the appetite 
appeal, the texture, the tone and shade 
and brightness of his product. Color 
promises still greater impact for tele- 
vision.” 


FROM TEXAS: NO PLATEAUS. 
Mass production and consumption in 
the United States have moved “from 
intermediate to high gear,” according 
to W. D. “Dub” Rogers, president of 
wbUB-Tv-AM Lubbock. Whereas ad- 
vertising has not necessarily created 
that demand, he noted, “it has told the 
story, which is what advertising in its 
best sense should do.” 

To illustrate the difference that con- 
temporary advertising can make, Mr. 
Rogers recalled that, in the era before 
modern techniques, it took 45 years 
to sell 15 million telephones to the 
American public. But to sell 15 million 
television sets, it recently took only 
five years. 

There is also an interesting parallel 
between the use of advertising and 
the movement of goods, he explained. 
Advertising expenditures in 1955, for 
example, were up 10.6 per cent over 


(Continued on page 66) 
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AN Optional FEATURE 
AVAILABLE FOR FACTORY INSTALLATION 
ON ALL NEW OR EXISTING AURICON 
OPTICAL SOUND-ON-FILM CAMERAS 
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Presenting 9» <u 
FILMAG 


Auricon proudly presents “‘Filmagnetic”’ High-Fidelity sound-on-film Recording, for 
lip-synchronized Talking Pictures and Music of Quality, on 16 mm black and white or color 
film pre-striped for magnetic sound before it is exposed to light. “Filmagnetic” sound and 
optical picture are recorded Single-System on the same film at the same time! The “Filmagnetic” 
Unit, installed at the Factory in any Auricon Camera, can be temporarily removed without the 
use of tools, thus providing a choice of High-Fidelity Optical or Magnetic sound-tracks. Your 
pre-striped film with magnetic sound lip-synchronized to your picture, passes through the normal 
picture-development and is played back on any 16 mm Magnetic Sound Projector, including the 
Ampro, B&H, RCA, and others. “Filmagnetic” Outfit complete . .. $870.00 
PLEASE MAIL COUPON BELOW FOR FREE INFORMATION... 


T.M. REG. 
. PAT. OFF. 








“Filmagnetic” Twin-Head Camera 
Recording Unit, with Record and 
Instant-Monitor Magnetic Heads, 
which automatically open for easy 
threading ... complete with Model 
MA-10 Amplifier, $870.00 installed 
on any new Auricon Camera at the 
Factory. Small extra installation 
charge on existing Auricon Cameras. 






€ “Filmagnetic” 3 Input Amplifier, 

Model MA-10, with High-Fidelity 
Microphone, complete Cables and 
Batteries, in a Cowhide-Leather 
Carrying Case. Super-portable, 








FILMAGNETIC’”” SOUND FOR COLOR OR BLACK & WHITE weighs only 7 pounds, carries easily 
with shoulder-strap during operation! 


AURICON Division [~~] Please send me free information on 
BERNDT-BACH, INC ~ equipment for Auricon Cameras. 


GUARANTEE 


All Auricon Equipment is sold with 











“Filmagnetic” 
a 30 day money-back guarantee 
You must be satisfied! 983 No. Mansfield Avenue [~~] Without obligation, please send me cost of installing 


Hollywood 38, California LJ “Filmagnetic” on my Auricon Model......... Camera. 
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|| nine per cent. 


|| good,” 


Film Sales 


yndicators are convinced that the 
summer slump is a thing of the 
past. 

“This year there will be no drop in 
our summertime billings,” says Fred 
| J. Mahlstedt, director of operations 
_ and production, CBS Television Film 
| Sales. 

M. J. Rifkin, sales vice president of 

iv Television, reports that less than 
two per cent of the firm’s sponsor list 
will take a summer hiatus this year. 
By contrast, he points out, the per- 
centage of Ziv’s hot weather vacation- 
ing advertisers last year was around 
In 1954 the total was 
12 per cent. 

“We're finding the summer picture 
‘ states Robert Salk, Screen 
+ | Gems’ director of syndicated sales. 
“We're getting quite a bit of activity 
from both stations and sponsors who 
want to replace local live shows that 
| go off during the July-to-September 
period. Also, summertime is a good 
_time, many are discovering, to try 
daytime stripping of film.” 

H. Weller Keever, national sales 
| manager, NBC Television Films, also 
hops on the summer bandwagon. “We 
do a brisk business in supplying film 
| to stations who have a replacement 
situation in the summer. And, more 
and more sponsors are buying on a 
52-week basis.” 

“Actually we can sell more film in 
| the summer because of the change of 
time which means that stations stay 
on the air an extra hour or two later,” 
comments Official Film’s vice presi- 
dent in charge of sales, Herman Rush. 


Syndicated Films 


| ATLANTIC TELEVISION CORP. 


Blue Ribbon Package 
KFEQ-TV St. Joseph, Mo. 


Million Dollar Package 


WBBM-TV Chicago; KROC-TV Rochester, 
| Minn.; KFEQ-TV St. Joseph. 


= BAGNALL & ASSOCIATES 


I Search for Adventure 


KIMA-TV Yakima; WSB-TV Atlanta; WNBF- 
DKA-TV_ Pittsburgh; 
KLAS-TV s Vegas; 
WNAC-TV Boston; WGR-TV Buffalo; WITI- 
TV Milwaukee; KHSL-TV Chico. 


Crusader Rabbit 


WABD New York; WTVO Rockford; WISN- 
| TV Milwaukee; KGGM-TV_ Albuquerque; 
KOOK-TV Billings; KCMC-TV Texarkana. 


Kirk Douglas with friend in an 
Atlantic feature 


CBS TELEVISION FILM SALES, INC. 

Amos ’n’ Andy 

WHIO-TV Dayton, Kroger Co.; WWJ-TV De- 

troit, Food Fair Markets; WTVY Dothan, Tri- 

State; KATV Pine Bluff, Safeway; WCBS-TV 

New York City. 

Gene Autry 

WLW-A Atlanta, Strietmann Biscuit Co.; 

WHIO-TV Dayton, Miami Valley Milk Prod- 
ucts; KOOL-TV Phoenix, Wm. Wrigley; 

WCSH-TV Portland, Me., Seltzer & Rydholm. 


Buffalo Bill, Jr. 

WBRZ Baton Rouge, Wolf Bakeries. 

The Cases of Eddie Drake 

WMAR-TV Baltimore. 

The Files of Jeffrey Jones 

WW3J-TV Detroit. 

Fabian of Scotland Yard 

WWJ-TV Detroit; WJAC-TV Johnstown, 

C. Schmidt & Sons, Inc. 

Life With Father 

KJEO-TV Fresno. 

Long John Silver 

KGGM-TV Albu ~y ue, Safeway Stores; 

KGNC-TV Amaril RNT-TV Des Moines, 

Reed's ice cream; WWwi-TV Detroit; KFSD- 

TV San Diego; KRON-TV San Francisco, 

Schwinn Bicycles & sust. 

Newsfilm 

WBZ-TV Boston. 

Annie Oakley 

WDEF-TV Chattanooga, R. C. Cola. 

Range Rider 

WAFB-TV Baton Rouge, Tasty Bread; 

WCAX-TV Burlington, Prince Macaroni; 

WBBM-TV Chicago; WDSU-TV New Orleans, 

Kellogg Co. 

San Francisco Beat 

WGR-TV Buffalo, Procter & Gamble; WJW- 

TV Cleveland; WJBK-TV Detroit; KJEO-TV 

Fresno; WKZO-TV Kalamazoo, Procter & 

Gamble alt. 7 up; WKBN-TV Youngstown. 

Terrytoons 

WABT Birmingham; KBOI-TV Boise; KLAS- 
Las Vegas; KTTV Los Angeles; WJAR- 

TV Providence; KOTV Tulsa; WMAL-TV 

Washington. 

Under The Sun 

WCTV Thomasville, Ga., Luke 

Dept. Store. 

The Whistler 

EALe-TY Alexandria; WNOK-TV Columbia, 

Ss. KLZ-TV Denver; WWJ-TV Detroit; 

RPLG-TV Lake Charles; WGBI-TV Scran- 

ton. 


GENERAL TELERADIO, INC. 


30 Feature Films 


KENI-TV Anchorage; KTSM-TV El Paso; 
WFBC-TV Greenville, S. C.; KPLC-TV Lake 
Charles; KCBD-TV Lubbock; WMTV Madi- 
son; WXIX Milwaukee; WXEX-TV Peters- 
burg, Va.; KSLA-TV Shreveport; KREM-TV 
Spokane; WSJS-TV Winston-Salem. 


17 Feature Films 


WROW-TV ong KGNC-TV Amarillo; 
KTBC-TV Austin; WGN-TV Chicago; KBTV 
Denver; KDAL-TV Duluth; KTSM-TV El 
Paso; WFBC-TV Greenville, S. C.; WJAC-TV 
Johnstown; KCBD-TV Lubbock; WMTV 

ladison; WTMJ-TV Milwaukee; WABC-TV 
= York City; WKY-TV Oklahoma City; 
WxXEX-TV Petersburg, Va.; KLOR Portland, 
Ore.; KREM-TV 


Brothers 


Spokane. 
(Continued on page 60) 
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In the SPOTlight 


current productions making 
sales records 





Agency: Campbell-Mithun, Inc., 
Minneapolis, Minnesota 
American Dairy Assn. 
(Ice Cream Spot) 


Client: 





Agency: Sullivan, Stauffer, 
Colwell & Bayles, Inc., 
New York 


Client: S & H Green Stamps 


Naw 


~~! 


Agency: Buchanan & Company, 
San Francisco, California 
Veedol 


Client: 





ad ee 
© : i 
" , XY -” \ 

Se SS 


1037 N. Cole Ave., Los Angeles 38, Cal. 


Telephone Hollywood 5-5171 


New York Office: 135 East 50th St. 
Telephone Plaza 5-4807 








Sales (Continued from page 59) 


Uncommon Valor 


| WFAA-TV Dallas; KTSM-TV El Paso; KMJ- 
TV Fresno; WTVO Rockford, Ill. 


GUILD FILMS Co., INC. 


Confidential File 


KTVX Muskogee; KTXL-TV San Angelo; 
KVTV Sioux City, Nassif Rug Co. and Rein- 
hard Bros. (Norge Dealers). 


Frankie Laine—Quarter Hour 
KTBC-TV Austin; KTXL-TV San Angelo. 
Frankie Laine—Half Hour 

KTVX Muskogee. 

Liberace 

WABT Birmingham; WCAX-TV Burlington 
First Federal vings & Loan; KTAG ke 
Charles; KTVX Muskogee. 

Looney Tunes 

KINY-TV Juneau, 20th Century Super Mar- 
kets; Ketchikan; WFAM-TV Lafayette, Ind. 
Popcorn Theatre 

KKTV Colorado Springs, Cut-A-Corner Gro- 
cery. 

It’s Fun to Reduce 

KHQ-TV Spokane; WFLA-TV Tampa. 

| I Spy 

| Miami, Ist Federal Savings & Loan; WDSU- 
| TV New Orleans, Paretti Motors; KTXL-TV 
San Angelo; KOPO-TV Tucson. 





| INTERNATIONAL NEWS SERVICE 
Telenews Daily 
KLRJ-TV Las Vegas; 

| Barre. 

| This Week in Sports 
wee Greenville, N. C.; WATE-TV Knox- 
ville. 


WBRE-TV Wilkes- 


NATIONAL TELEFILM 
ASSOCIATES, INE€. 


Cardinal Features 


KGGM-TV Albuquerque; KPLC-TV_ Lake 
Charles; WKY-TV Oklahoma City; KSYD- 
TV Wichita Falls, Tex. 


Fabulous Forty 
KJEO-TV Fresno; KYTV Springfield, Mo. 
PC Features 

KGGM-TV_ Albuquerque; 


Charles; WMAZ-TV 
| Wichita Falls, Tex. 


| TNT Package 


ge ad Ane rae KVOS-TV Belling- 
ham, WD Columbus, Ga.; 
KJ a @ no; KGBT-TV Harlingen, 
Tex.; KPRC- TV Houston; WJIM-TV Lansing; 
WKY-TV Oklahoma City; WXEX-TV Peters- 
burg; WJAR-TV Providence; KROC-TV 
Rochester, Minn.; WREX-TV Rockford, IIl.; 
KVTV Sioux City; KHQ-TV Spokane; 
| WHYN-TV_ Springfield, Mass.; YD-TV 
Wichita Falls, Tex. 


KLPC-TV Lake 
Macon; KSYD-TV 


WALTER SCHWIMMER CO. 
Championship Bowling 


Summer Renewals: KBAK-TV Bakersfield; 
WGN-TV Chicago; WKRC-TV Cincinnati; 
WEWS Cleveland; WBNS-TV Columbus, O.; 
KVDO-TV Corpus Christi; WFAA-TV Dal- 
ugene; KTRK-TV Houston; 
WDAF-TV Kansas City; KLRJ-TV 





klahoma City; 
Salt Laie City; WOAI-TV San An- 
tonio; WGBI-TV_ Scranton; WMAL-TV 
Washington; WKBN-TV Youngstown. 


| Eddy Arnold Time 


| KBST-TV Big wig Bering, Tex.; WTVN-TV Co- 
| tumbus; KVDO Corpus Christi; WDXI- 
TV Jackson, Tenn.; RCG-TV Jefferson 
| City; WJAC- TV Johnstown; WMAZ-TV Ma- 
con; KMID-TV Midland, Tex. 


SCREEN GEMS, INC. 
All Star Theatre 


KOAT- Ad Albuquerque; WSB-TV Atlanta; 
WBRZ Baton Rouge; KFDM- Beaumont, 
Gulf Sy Utilities Co.; KCKT-TV Great 
Bend; WATE-TV Knoxville; KPLC-TV Lake 
Charles. Gulf States Utilities Co.; KMID-TV 

nd, Tex.; Muskogee, Okla.; 
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K 
/KWTV Oklahoma City; WTVR Richmond, 
; WSJS-TV Winston-Salem, N. C. 





Big Playback 
WBTV Charlotte, N. C.; KCKT-TV Great 


Bend; WPIX New York City; KEY-T Santa 
Barbara; WTVT Tampa. 


Celebrity Playhouse 


KVDO-TV Corpus Christi, Braslau Puraivere 
Co.; KCKT- Great Bend; ATE-TV 
Knoxville, Norris & Horner; WSFA-TV 
a ge hl Delchamps Super Markets; 

Greenville, N. C. Harrington Mfg. 
Southern 
WCNY-TV 


Co., Southeastern Engineering, 
Lightweight Aggregate Corp.; 
Carthage, N. Y., Carlings Ale. 


Jet Jackson 
KCKT-TV Great Bend; KWWL-TV Waterloo. 


Feature Pictures 

KIDO-TV Boise; KFRE-TV Fresno; KGBT- 
TV Harlingen, Tex.; KLA 

WLAC-TV Nashville; WDSU-TV New Or- 
leans; WCAU-TV Philadelphia; KOOL-TV 


Phoenix; KREM-TV Spokane; WSYR-TV 
Syracuse; KAKE-TV Wichita. 
Jungle Jim 


WABT Birmingham; WNBQ Chicago; WTVP 
Decatur, Wareham’s Dairy; KIMA-TV Yaki- 
ma; KHQA-TV uincy, Pepsi-Cola Co.; 
KOPO-TV Tucson; WHIZ-TV Zanesville. 
Tales of the Texas Rangers 

KRBC-TV Abilene; WBRZ Baton Rouge; 
WGAN-TV Portland, Me.; WNDU-TV South 
Bend; KIMA-TV Yakima; WHIZ-TV Zanes- 
ville. 

Top Plays of 1956 

WJBK-TV Detroit; KTVX Muskogee. 


STERLING TELEVISION CO. 
Armchair Adventure 

KHSL-TV Chico, Cal. 

Betsy & the Magic Key 

WWTV Cadillac; KSTP-TV Minneapolis. 
Bowling Time 


KGLO-TV Mason City; 
KOMO-TV Seattle. 


KIVA-TV Yuma; 





with 


Raymond Massey 
Guild’s I Spy. 


enemy in 


Cartoons 


arty Springfield, Mo.; WICS Springfield, 


Features 


a TV Kalamazoo; WSPA-TV Spartan- 
burg, S. C. 


Fearless Fosdick 
WFLA-TV Tampa. 
Hollywood Preview 

KQTV Fort Dodge. 

Into the Night 

WSPA-TV Spartanburg, S. C. 
Invitation Playhouse 
WHIO-TV Dayton; WKOW-TV Madison. 
Jungle 

WFBM-TV Indianapolis. 
Paul Killiam Show 
WSPD-TV Toledo. 

King’s Crossroads 


KRIS-TV Corpus Christi; WHIO-TV Dayton; 
WSPD-TV Toledo. 


Lash Larue 
KHAS-TV Hastings, WRGB Schenectady. 











Sonja Henie with friend and enemy in 
a General Teleradio film. 


Library Films 

WABD New York City. 

Little Theatre 

WNEM-TV Bay City; WKOW-TV Madison; 
WSPD-TV Toledo. 
Movie Museum 
WNEM-TV Bay City; 
WKRC-TV Cincinnati; 
City; WTVT Tampa. 
Tales of Tomorrow 
KXLF-TV Butte; WSM-TV Nashville; 
WOAI-TV San Antonio; WSPA-TV Spartan- 
burg, S. C.; WSPD-TV Toledo. 

Texas Rasslin’ 


WBTV Charlotte, N. C.; WTVK Knoxville; 
WMAZ-TV Macon. 


STUDIO FILMS, INC. 

Studio Telescriptions Musical Library 
WCIA Champaign; WRGP-TV Chattanooga; 
KPRC-TV ouston; KINY-TV Juneau; 


— Rock Island; WCTV Thomasville, 
a. 


WINIK FILMS, 
Famous Fights 


XETV San Diego; KNTV San Jose, San Jose 
Ford Co.; KTNT-TV Seattle, Savidge Dodge- 
Plymouth. 

Anheuser-Busch, Inc., sponsoring in follow- 
ing markets: KTVA Anchorage; KTVF Fair- 
banks; KINY-TV Juneau; Ketchikan. 


KXLF-TV_ Butte; 
WOR-TV New York 


INC. 


Film Commercials 


ACADEMY PICTURES, INC., 
NEW YORK 


Completed: Campbell Soup Co., Franco- 
American Spaghetti, Ogilvy, Benson & 
Mather; General Electric Co., G. 
BBDO; R 
stine; General Foeds Co., Post Sugar Cris 
B&B; U.S. Army, non-prior service, D-F- 
Eastman Kodak Co., Annual Newspaper Na- 
tional Snapshot Award, JWT; J. L. Prescott 
Co., Dazzle bleach & starch, Monroe Dreher; 
G.H.P. Cigar Co., El Producto cigars, Nor- 
man, Craig & Kummel; General Foods Corp., 
Jell- Oo, Y&R; Chrysler Corp., Plymouth used 
cars, Ayer; ver Bros. Co., Rinso Blue, 
JWT; Gulf Oil Corp., Gulf Spray, Y&R; 
Amana Refrigeration, Inc., Amana, Maury, 
Lee & Marshall; Gulf Oil Corp., Gulf Beaker, 
Y&R; General Electric Co., G.E. Show-open- 
ing, Y&R; Mercury Car (Ford Co.), Ed Sulli- 
van Show—opening, K & E; Mercury Car 
(Ford Co.), Ed Sullivan Show—opening (for 
Canada), Cockfield, Brown & Co.; General 
Electric Co., G.E. Show-opening, BBD 
B. T. Babbitt, Inc., BAB-O, D-F-S; Peter 
Hand Brewery Co.; Meister Brau, BBDO; 
General Foods Corp., Jell-O “Busy Day,” 
Y&R; General Electric Co., automatic skillet, 
&R; Minute Maid Co., Snow Crop, Ted 
Bates; Wildroot Co., Inc., hair tonic, BBDO. 
In Production: Dodge Div., Dodge “D” car, 
Grant; Sylvania Electric Products, Pink 
Lady, JWT; Thomas J. Lipton, Inc., tea, 
Y&R; aaneret Electric Co., automatic blan- 
ket, Y&R; L. Prescott Co., Dazzle, Monroe 
Dither, tins Nestle Co., Inc. Nestea, D-F-S; 
Scott Paper Co., JWT; Johnson Wax Co., 
Polisher-Scrubber, B&B; Household Finance 
Corp., Needham, Louis & prerta: Minute 
Maid Co., Snow Crop (Canadian), Ted Bates. 


ATV FILM PRODUCTIONS, INC. 


Completed: The Andrew Jergens Co., Wood- 
bury soap with XL7, Orr; Tea Council, iced 
tea, Leo Burnett; General Motors Corp., 


Frigidaire, Kudner; Procter & Gamble Co., 
Ivory Snow & Tide, B&B; H. J. Heinz Co., 
Capt. Gallant, Maxon; Bulova Watch Co., 
Miss American, etc., McCann-Erickson; Rem- 
ington Rand, Inc., Quietriter, Compton; Coty, 
Inc., cream powder, Franklin Bruck. 

In Production: Procter & Gamble Co., Tide- 
Industrial, B&B; H. J. Heinz Co., Capt. Gal- 
lant, Maxon; Pharmaceuticals, Inc., Geritol, 
RDX, Zarumin, Kletter; R. J. Reynolds To- 
bacco Co., Cavalier, Wm. Esty; Chesebrough 
Mfg. Co., Cons’d., Vaseline air Tonic, Mc- 
Cann-Erickson; Voting Council, Leo Bur- 
nett; Procter & Gamble Co., Guiding Light 
Billbds., Compton; Tea Council, iced tea, Leo 
Burnett; The Andrew Jergens Co., Woodbury 
soap, Orr; Procter & Gamble Co., Duz, Comp- 
ton. 


GEORGE BLAKE ENTERPRISES 


Completed: Esso Standard Oil Co., car wash, 
McCann-Erickson; General Electric Co., 
BBDO; Piel Bros., Beer, Y&R; Cafe Cur- 
tains, Grey; Maxwell House Div., General 
Foods Corp., Sanka coffee, Y&R; Casco iron, 
Dowd, Redfield, & Johnstone. 


In Production: American Home Foods, Inc. 


Div., Chef-Boy-Ar-Dee, sauce, Y&R; Bissell 
Carpet Sweeper Co., Ayer; Revion Products 
Corp., Sun Tan, Dowd, Redfield & Johnstone; 


Liggett & Myers Tobacco Co., Chesterfields 
Cunningham & Walsh. 

CARAVEL FILMS, INC. 

Completed: Westinghouse Electric Corp., 
toaster, McCann-Erickson; American Radi- 
ator & Standard Sanitary Corp., heating 
equipment, BBDO; Bristol-Myers Co., Buf- 


ferin, Y&R; Socony Vacuum Oil Co., Inc., 
Mobilgas R, Compton; National Biscuit Co., 
Nabisco Donut Cookies, McCann-Erickson; 
National Biscuit Co., NBC Bread, McCann- 
Erickson; P. Ballantine & Sons, beer & ale, 
Wm. Esty. 
In Production: Treasury Department, U.S 
Savings Bonds, McCann-Erickson; Goodyear 
Tire & Rubber Co., Airfoam, Kudner; Boyle- 
Midway, Inc., Griffin Microsheen, Griffin 
Scuff Cover & Wizard Wick, Geyer; White- 
hall Pharmacal Co., Kolynos, Grey; Socony 
Vacuum Oil Co., Inc., Mobilgas R. Compton; 
American Safety Razor Corp., Gem, McCann- 
Erickson. 

(Continued on page 62) 





BRILLIANT 
PERFORMANCE 





everything, there is one 


< 


in titm processing, it's Precision 
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Commercials (Cont'd from 61) 


DESILU PRODUCTIONS INC. 


Completed: Toni Co., Tip Toni, ing Adv.; 
Dodge Div. of Chrysler of a Cars, Grant 
Adv.; Chevrolet Div. — Motors 
Corp., Cars, Campbell- ~Ewal 


FILM CREATIONS 


Completed: Aluminum Co. of America, Al- 

coa furniture, Fuller & Smith & Ross; Rayco 

Mfg. Co., seat covers, Mogul; S.A. Schon- 

brunn & Co., Inc., Savarin coffee, Gumbin- 

at American Oil Co., Amoco gasoline & oil, 
atz 


In Production: Rayco Mfg. Co., seat covers, 
Mogul; S. A. Schonbrunn & Co., Inc., Savarin 
coffee, Gumbinner; American Oil Co., Amo- 
co gasoline & oil, Katz; Sutton Cosmetics, 
Inc., deodorant, Gumbinner. 


FILMACK STUDIOS 


Completed: Lion Oil Co., Amonium fertilizer, 
Ridgeway; General Telephone Co. of the 
Southeast, color telephones, WHIS-TV Blue- 
field, W. Va.; Swift & Co., Tender Franks, 
McCann-Erickson; Capitol Building Savings 
& Loan Assn., loan & building services, Her- 
bert S. Benjamin. 


In Production: Iron City Beer, Smith, Tay- 
lor & Jenkins; Lewis-Howe Co., Tums, R&R; 
Lloyd J. Wright, frozen pies, Lindeman, Bar- 
ney & Murdoch; Mages, Playhouse—opening, 
Malcolm Howard. 


HARRIS-TUCHMAN PRODUCTIONS 

Completed: International Metal Products 
Co., Arctic Circle Air Coolers and Alpine 
Air Coolers, McCarty Co.; Carnation Co., 
Friskies’ Dog Food, Erwin, Wasey & Co.: 
Southern California Muffler Corp., Walter 

reery. 

In Production: Erie Brewing Co., Koehler 


Beer, Yount Co.; Rosarita Mexican Foods, 
Rrozen and Canned Mexican Foods, Goebel 
‘o 


N.0.8. Junior Tripod 


For Top PROFESSIONAL Performance 


Vastly 
Improved 
over 
any 
tripod 
in its 
class! 





For all types of medium weight cameras 


Outside, knurled camera tightening knob 
with angle gears ® Telescoping, offset tripod 
handle with second handle position ® Posi- 
tive pan and tilt locks, with large tightening 
levers ® Detachable, precision machined 
friction plate © One-piece leg locking knobs 
for quick adjustments, even tension @ Alumi- 
num leg supports with leg rest ledge—alumi- 
num leg bearings @ Extra smooth friction 
head—guaranteed for 5 years ® Seasoned, 
sclid hardwood legs, oil treated and polished 
—will not stick. 


© Write for illustrated brochure. 


ONLY $1 45 ‘sturdy Fibre Carrying Case $18) 


8.0.5. CINEMA SUPPLY COR 
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An Academy animated spot for Jell-O. 


KLING FILM PRODUCTIONS 


Completed: Kellogg Co., Variety Pack, Leo 
Burnett; The Toni Co. Div., Prom, North 
Merchants Bank, services, Ambro; Procter 
& Gamble Co., American Family, H. W. Kas- 
tor; Maytag Co., ranges, Leo Burnett. 


In Production: Stewart Warner Corp., Ale- 
mite, Kleen Treet & cooling systems, Mac- 
Farland Aveyard; Blatz Brewing Co., beer, 
K&E; Merchants Bank, services, Ambro; 
Chas. Pfizer & Co., Inc., Dairy Medication, 
Leo Burnett. 


NATIONAL SCREEN SERVICE 
CORP. 


Completed: Aluminum Company of America, 
Alcoa screens & screening material, Fuller & 
Smith & Ross; N. Y. Mirror, Concert at Car- 
negie Hall Youth Program; Electric Auto- 


Lite Co., sparkplugs & batteries, Grant; 
Technion Institute, The Technion Story; 
Gemex Co., watchbands, Fairfax; Pharma- 


ceuticals. Inc., Geritol, openings & closings, 
Kletter; Burry Biscuit Corp., Beacon. 


In Production: Aluminum Company of 


ACTION VIEWER 
& SOUND READER 





Professional Ediola 16 mm Action Viewer 
that projects big, clear aerial image—oper- 
ates left to right—roller smooth action elimin- 
ates film scratching and damage to sprocket 
holes—built-in cue marking device — hum- 
free amplification—synchronized with Precis- 
ion Sound Readers on Special Base or may 
be separated for individual use. 

Write for brochure. 
$.0.S. Viewer, Sound Reader and Base. $082. 45 
$.0.S. Ediola Action Viewer.......... 9.95 
$.0.S. Optical Sound Reader........... 18s. 00 
$.0.S. Ediola Base only............... 


America, Alcoa aviation, Fuller & Smith & 
Ross; Eskimo Pie Corp., Buchanan; National 


Dairy Queen Development Co., ice cream, 
Fairfax; Electric Auto-Lite Co., sparkplugs 
& batteries (foreign), Grant; Wildroot Co. 


Inc., Robin Hood promotion, BBDO; Camp- 
bell Soup Co., Star Stage—openings, BBDO. 


FRED A. NILES PRODUCTIONS, 
INC. 


Completed: Cook Chemical Co., Real-Kill in- 
secticide, Allmayer, Fox & Reshkin; Cincin- 
nati Bell Telephone Co., Stockton, West & 
Burkhart; Rust-Oleum Corp., rust prevent- 
ative, O’Grady, Andersen & Gray; Union 
Starch & Refining Co., Reddi-Starch, H. W. 
Kastor; Kelsey-Fraser Electrical Appliances; 
The Wolco Products, Inc., Hi-Shine Auto 
Polish, Manchester, Williams & Kreer; Cur- 
tiss Candy Co., Baby Ruth candy, C. L. Mil- 
ler; Oklahoma Oil Co., gasoline, Maryland; 
American Dairy Assn., June Dairy Month, 
Campbell-Mithun. 


In Production: Kellogg Co., corn flakes, Leo 
Burnett; Oklahoma Oil Co., gasoline, Mary- 
land; Leonard Gasoline, Wesley Aves.; 
Standard Qil of Ind., D'Arcy; Martha White 
Bread, Noble-Drury; Culligan Soft Water 
Serv., Alex T. Franz. 


PLAYHOUSE PICTURES 


In Production: Pacific Telephone & Tele- 
graph Co., Yellow Pages, BBDO; U. S. Navy; 
So. Calif. Gas Co., Automatic Controls, Mc- 
Cann-Erickson; Tums, JWT; Arizona Brew- 
ing Co., A-1l Beer, Erwin, Wasey; San Fran- 
cisco Brewing Co., Burgermeister Beer, 
BBDO; Hotpoint Inc., Automatic Washers, 
The Barker Co.; Cracker-Jack, Hicks & 
Greist of Calif.; Campfire Marshmallows, 
Hicks & Greist of Calif. 


ROLAND REED TV, INC. 


Completed: Chrysler Corp., Chrysler 
McCann-Erickson; Ford Motor Co., 
Cars, JWT; American Motors Corp., 
Cars, Geyer Adv.; Procter & Gamble, 
Benton & Bowles. 


Cars, 
Ford 
Nash 
Tide, 


Improve Film Titles 
with the TEL-Animaprint 


for 











MOTION PICTURE 
PRODUCERS, 
SPECIAL 
EFFECTS LABS., 
TV STATIONS, 
INDUSTRIAL FIRMS, 
ADVERTISING 
AGENCIES, ETC. 


The answer to economy in ang and artwork! 
The first sensibly priced HOT PRESS TITLE 
MACHINE for high quality, ‘ast lettering. Prints 
dry from colored foil for instant use. Acme pegs 
give perfect registration on paper or acetate cells. 
Prints all colors. Tel-Animaprint too’s for top 
techniques—greatest dollar for dollar value in the 


industry! ONLY $395 


Write for TEL-Animaprint literature 
—covering every need for animation 


Dept. N, 602 WEST 52nd ST., NEW YORK 19, N. Y.—Phone: PL 7-0440, Cable: Sosound 
Western Branch: 6331 Hollywood Boulevard, Hollywood 28. Calif. 


— Phone: HO 7-9202 








“HOLLYWOOD 


ovsnnensuensonsonsoseventonencenenorsee 


WSBT-TV and wssT South Bend, stations owned by The South Bend 


Tribune, last month inaugurated their new and impressive studios, Broad- 
cast Center. 


IN THE “EAST. 





The huge building, located at the intersection of two of the city’s prin- 
ciple streets, was designed by the architectural firm of Pereira & Luckman, 

Los Angeles and New York. It cost more than $500,000 to construct. 
Centered in the red brick and concrete structure is a 28-foot-ceilinged tv — | 
studio which, with a garage-sized entrance for vehicles, rear-screen pro- | 
jection facilities and space reserved for color origination, is large enough — 
to handle any type show or commercial. 

A unique part of the two-story and penthouse structure is its heating 
and cooling system which, working on a reversible, heat-pump principle, 
serves both to cool the building in summer and warm it in winter. 

A week-long, on-the-air celebration marked the debut of Broadcast 
Center and was dedicated to prominent Indiana-born people, many of whom 
participated in the studio opening. The list included Herb Shriner, comedian; — | 
Hoagy Carmichael, songwriter; Emil Schram, retired president of The New 
York Stock Exchange; Donald D. Hoover, president in New York for 
Bozell & Jacobs, advertising and public relations firm; Bernard Kilgore, 
president of The Wall Street Journal; sportscaster Tom Harmon and 
athletic directors and football coaches from five Indiana colleges; Dr. Dwight 
D. Murray, president-elect of the American Medical Assn., and university 
presidents, mayors and civic leaders from the entire Michigan-Indiana 
region. 

Charles Collingswood, Bill Shadel and Galen Drake, all of the CBS - | 
Television and Radio networks with which wsBT-Tv and wssT are afhiliated, 
originated shows from Broadcast Center during the week. 

Climax of the week was the actual cornerstone laying with Neal B. Welch, — | 
general manager of both stations, among those officiating. A two-day open — | 

| 


Edward Kletter Associates 
R. D. X. 
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For: 








Client: 
house followed the formal dedication ceremonies. For: 

“We believe that great prospects lie ahead in this area,” Franklin D 
Schurz, editor and publisher of the Tribune, said. “We have erected this 
building as one of the ways to demonstrate our confidence and to offer 


residents the best facilities available in radio and television.” 
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FLETCHER SMITH PRODUCTIONS 
Completed: Bristol-Myers Co., Bufferin, 


Lustre Creme, Lennen & Newell; Chrysler 
Corp., DeSoto, BBDO; E. I. Du Pont de Ne- 
mours & Co., New Car Wax, Cavalcade The- 





Y&R; Quality Bakers of America, Sunbeam 
Bread; Roto-Broil Corp. of America, Product 
Services. 


In Production: Whitehall Pharmacal Co., 
Neet, R&R Doeskin Products, Inc., Harry B. 
Cohen; Quality Bakers of America, Sunbeam 
Bread. 


TRANSFILM, INC. 


Completed: P. Ballantine & Sons, beer, Wm. 
Esty; 5-Day Laboratories, Grey; Whitehall 
Pharmacal Co., Duplexin, McCann-Erickson; 
Noxon, Inc., metal polish, Rose-Martin; 
CBS-Columbia Inc., tv sets, Ted Bates; U. S. 
Rubber Co., Keds, Kedettes, tire & garden 
hose, Fletcher Richards; R. J. Reynolds To- 
bacco Co., Winston. Camel, Wm. Esty; CIL 
Paint Co., house paint, Ronalds Adv.; Radio 
Corp. of America, RCA Victor records, Grey; 
Grand Union Stores, L. H. Hartman; Speidel 
Co., watchbands, Norman, Craig & Kummel; 
P. Lorillard Co., Old Gold, Lennen & Newell. 


UNIVERSAL PICTURES CO., TV 


Completed: American Stock Exchange; Proc- 
ter & Gamble Co., Joy, Leo Burnett; Liggett 
& Myers Tobacco Co., Chesterfield, Cunning- 
ham & Walsh; Procter & Gamble Co., Spic & 
Span, Biow; Scott Paper Co., Scott Tissue, 
Soft Weave, JWT; Colgate-Palmolive Co., 


atre, BBDO; Olin Industries, Inc., flashlights 
& batteries, D’Arcy; Maytag Co., washers & 
dryers, Leo Burnett; Consolidated Oil Co., 
Conoco gas & oil, B&B; Studebaker-Packard 
Corp., Studebaker cars, B&B; Kellogg Co., 
corn flakes, Leo Burnett; Lever Bros. Co., 
Lux Liquid, JWT; General Electric Co., 
G.E. bulbs, BBDO. 


In Production: Lever Bros. Co., Rinso, JWT; 
Philip Morris Co., Marlboro, Leo Burnett; 
Pepsi Cola Co., K&E; Falstaff Brewing Corp., 
beer, D-F-S; Lever Bros. Co., Lux soap, 
JWT; Procter & Gamble Co., Prell, B&B; 
Campbell Soup Co., Leo Burnett; Coleate- 
Palmolive Co., shave cream, Lennen & New- 
ell; The American Tobacco Co., Lucky 
Strike, BBDO; Hudnut Sales Co. Inc., Rich- 
ard Hudnut Quick, K&E; Eastman Kodak 
Co., film, BBDO; Pabst Brewing Co., Blue 
Ribbon beer, Leo Burnett; Anheuser-Busch, 
Inc., Budweiser beer, D'Arcy. 


VIDEO PICTURES, INC. 


Completed: Glass Container Mfg. Institute; 
Oldsmobile Div. of General Motors, Oldsmo- 
bile, D. P. Brother; Shulton, Inc., Old Spice; 
The American Tobacco Co., Pall Mall, 
SSC&B. 


In Production: National Institute of Rug 
Cleaning; Shulton, Inc., Desert Flower de- 
odorant. 





Client: Maxon, Inc. 

For: Heinz — 57 Varieties 
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ATV FILM PRODUCTIONS, INC. 
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FAST PROCESSING FOR COLOR 
DEVELOPED AT KIMA-TV 

In anticipation of the day when 
KIMA-TV Yakima will be using color 
film for local newscasts, Robert H. 
Horn, the station’s chief photographer, 
has been able to process news film in 
49 minutes. The recommended process 
takes 90 minutes. 

The experiment is still in its early 
stages but Mr. Horn is satisfied that 
the speed gained in processing is well 
worth what loss there may be in per- 
manency of the print. This time factor 
is important to KiMa-Tv, Mr. Horn 
points out. “We are in a position simi- 
lar to other small-market stations 
where there is no photo processing 
laboratory within 150 miles,” he says. 

Mr. Horn has been able to cut down 
his overall processing time by reducing 
the washing time from a 23-minute 
total to four minutes, the shortstop 
time from two minutes to one, the fix- 
ing period from four to two minutes 
and speeding up the drying time by 
combining heat and forced air in a 
tank especially built by the KIMA-TV 
photo department. 


IDENTICOLOR COLOR CONTROL 

IdentiColor Laboratory, a division 
of the H. L. Instrument Co., South Pas- 
adena, California, is now utilizing new 
photo-optical equipment, capable of 
exacting color control in the making 
of 35 mm color slide copies, film strip 
masters and release prints. Dr. Harold 
L. Lutes, president of the parent com- 
pany, developed the new equipment 
after years of research. 


SCHWERIN AT ROBERT DAVIS 

Jules V. Schwerin has been made 
creative supervisor of television com- 
mercials of Robert Davis Associates, 
N. Y. Mr. Schwerin, who has directed 
over 140 film commercials in the past 
18 months and has been with CBS 
Television, Sol Lesser Productions and 
Robert Maxwell Associates, will plan 
and supervise the firm’s film commer- 
cials. In addition, he will direct Moti- 
vational Methods, a research division 
of the company, which provides sales 
and merchandising studies. 
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Thomas C. Bostic, vice president and 
general manager, KIMA-TV Yakima; 
Robert Horn, chief photographer, and 
John Knievel, news director, look over 


results of the station’s experiments in 
rapid color film processing. 


PALMER EDITING MACHINE 

M. W. Palmer, New York, has an- 
nounced the Palmer 16 mm Editing 
Machine, manufactured by R. Funk & 
Co. The machine consists of three 
channels: a composite film channel for 
sound and picture on one film; a pic- 
ture channel with 5 in. x 61 in. picture 
and a sound track channel with -sta- 
bilizer, sound drum and amplifier for 
optical sound tracks. If desired, there 
is available an additional sound head 
for recording and reproducing mag- 
netic sound on sprocketed 16 mm film. 

The sound and picture channels can 
be operated separately or both can be 
locked in synchronism. Other features 
are fingertip controls, color-coded 
panel to facilitate operation and means 
for instant film marking by which the 
mark shows on the screen as it is being 
made. 


READER SYNCS 
SOUND, PICTURE 
The McMurry Magnetic Reader, a 
product of McMurry Audio-Electronics, 
Inc., Inglewood, Calif., when used with 
any left-to-right 16 mm viewer will 
synchronize magnetic sound tracks and 
picture with single-frame accuracy. 
The small reader units, with remote 
amplifier, can be used in pairs to per- 


mit checking sync and sound to pic- 
ture. Threading is straight through, 
allowing for dead sync editing with the 
picture frame and, subsequently, dead 
sync in the synchronizing machine 









without losing or gaining frames. 

Interchangeable guides available for 
the reader accommodate 16 mm mag- 
netic film with either center or edge 
track; 14 in. magnetic tapes, single or 
dual track; and, on special order, 17.5 
magnetic film. The guides are de- 
signed for quick changing without 
tools and the unit has no moving parts. 
There are also a two-input amplifier 
with separate controls for each input 
and an output to be used with ear- 
phones. 


NEW McGOWAN PLANT 

Purchase of a 58,000-square-foot 
plant in Hollywood for a price in ex- 
cess of $500,000 has been completed 
by McGowan Productions, Inc., tv film 
producers who plan to extend their 
activities to encompass industrial and 
training films and television commer- 
cials. The property will be converted 
to include three sound stages, seven 
sound-proof film editing rooms, sound- 
proof projection room and a newly- 
developed sound system. 


NEW FAIRCHILD CAMERA 

A Motion Analysis camera designed 
to take pictures at the rate of 5,000 
frames per second has been developed 
by Fairchild 
Camera & Instru- 
ment Corp., Sy- 
osset, Long Is- 
land, N. Y. The 
new camera, 
called the Fair- 
child “MAC,” is 
light enough to 
hold by hand 
and is capable of 
filming high speed sled runs and pilot 
seat ejections at over 800 miles per 
hour. John H. Waddel directed the 


design of the new camera. 


UPA LONG RANGE PLANS 
INCLUDE NEW SITE 


UPA Pictures, Inc., creators of near- 
sighted Mister Magoo and other car- 
toon characters, is making long-range 
plans. The company is negotiating for 
a site on which it will build a $2 mil- 
lion, 13-story building. Stephen Bosus- 
tow, president, announced that he is 
considering a location either in North 
Hollywood or Van Nuys and hopes to 
get underway with the construction 
early in 1957. When the building is 

(Continued on page 70) 












Advertisement 


T.V. spot editor 


A column sponsored by one of the leading film producers in television 


NEW YORK: 200 EAST 56th STREET 
CHICAGO: 16 EAST ONTARIO STREET 


This series of one minute commercials by SARRA entertains while it informs and does 
an outstanding selling job for Wonder Bread. Ingenious animation graphically com- 
pares the energy expended by hard-working adults and active children in everyday 
activity . . . then specifically spotlights the nutritional values contained in Wonder 
Bread for growth and general well-being. Produced by SARRA through TED BATES 
& COMPANY for CONTINENTAL BAKING COMPANY, INC. 


SARRA, INC. 
HELPS YOU BUILD A New York: 200 East 56th Street 
STRONG BODY 8 WAYS Chicago: 16 East Ontario Street 


Created and produced by SARRA, this series of 20-second spots and 8-second ID’s 
does a forceful selling job for O’Keefe’s Extra Old Stock Ale and Old Vienna Beer. A 
clever combination of animation, stop motion and live action photography concen- 
trates on establishing high memory recall of the product’s name and label. The bouncy 
jingle reiterates, “Be brief: say O.K. for O’Keefe’s.” Created and produced by 
SARRA for CENTURY IMPORTERS, INC. (division of Canadian Breweries, Ltd., 


Canada) through COMSTOCK & COMPANY. 
SARRA, INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





A Disneyland opening sets a festive party mood for Aunt Jemima Party Pancakes in 
this series of 60-second spots with a 30-second adaptation by SARRA. Voice-over 
audio and live action photography of the product in use appetizingly present the taste 
pleasure to be enjoyed by making pancakes with Strawberry, Chocolate, Egg Nog or 
other favorite flavors. Strong package identification supports rather than dominates 
the basic taste appeal. Produced by SARRA for THE QUAKER OATS COMPANY 


through J. WALTER THOMPSON COMPANY. 
SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


VIDE-O-RIGINAL is a quality-controlled motion picture duplicate made in SARRA’s 
own photographic laboratory. It is the “pay-off” print for your TV commercial invest- 
ment and it assures that all the sparkle and clarity of a SARRA original will be faith- 
fully reproduced on the TV viewer’s home screen. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 
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FLAT ASSERTION 


The highest point in our 
coverage area is 203 ft. 
above sea level. No 
wonder our maximum 
powered signal gets home 
to an area containing 
more than 374,000 tv 
families. 


WMBR-TV 


Jacksonville, Fla. 
Channel 4 


Operated by The Washington Post 
Broadcast Division 


Represented by CBS Television Spot Sales 
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the previous year. Similarly, industrial 
production rose 11 per cent. 

He also cited government statistics 
which showed that, out of 16 cate- 
gories of retailers studied, the three 
that spent the greatest part of their 
total income on advertising in 1955 





W. D. “DUB” ROGERS 
Advertising told the story 


also showed the greatest increases in 
sales revenue. 

Mr. Rogers, speaking as a member 
of a seminar held by the Waco Ad- 
vertising Club, predicted that 1956 ad- 
vertising expenditures will, judging by 
this year’s first quarter, top the $9- 
billion spent on all media in 1955. 
We have today, he added, the “perfect 
atmosphere” for a high-geared system 
of free enterprise, with advertising “a 
antidote to the 
one ingredient of our economy which 


positive despair, 
acknowledges no plateau.” 

He warned his audience, however, 
that there can be no diminishing of 
effort in the task of “pushing the econ- 
omy forward — relentlessly, enthu- 
siastically and intelligently.” 


AD COSTS CHARTED. The cost of 
advertising cigarettes on tv has been 
charted in a novel way by The Katz 
Agency, Inc., national station repre- 
sentatives. The method not only con- 
siders the cost—and the impact upon 
smokers, themselves, rather than the 
audience as a whole—but it also com- 
pares daytime with nighttime ID’s. 
“The story behind these figures,” 


(Continued on page 121) 








when you're 
married to a 
girl young 
enough to be 
your daughter 
and she falls 
in love with 
a man her 
own age... 
beware the 
blackmailer 
who is... 


“THE ORDERLY” 


a story of love and intrigue 


by GUY DE MAUPASSANT 


One of a sensational 
series of 26 FIRST-RUN 
ALL-NEW, HALF-HOUR 
quality television pro- 
grams on film...with the 
world’s top writers, top 
production, top stars. 


It’s all in 


i ee 
“THEATRE” 


with LILLE PALMER, your hostess 


For audition print and full details... 
WRITE —WIRE— PHONE TODAY 





National Telefilm Associates, Inc. 
60 West 55th Street, New York, N.Y. 
Plaza 7-2100 











Readers ask: 


How do you choose the best method 


for making a film commercial? 


(To answer questions relating to the 
choice of techniques for making film 
commercials, TELEVISION AGE called on 
Rex Cox, creative head of Sarra, Inc., 


N. Y.) 


Are there rules which can help 
an advertiser decide whether to 
use animation, live action or stop 
motion? 


While hard, fast rules should not be 
laid down to govern any creative think- 
ing, there are a few fundamentals which 
can be applied to help in planning of 
tv film commercials. 


When should animation be 
used? 


When speaking of cartoon animation, 
one rule might be: Don’t use animation 
if you can do it better in live action. 
(This rule, of course, could be trans- 
ferred to apply to both live action and 
stop animation as well.) However, in 
trying to determine when it is most 
effective to use animation, there are 
four points to keep in mind. 

1. Be sure there is time to put over 

the ideas you want animated. 

2. Make it simple without too many 
characters working in one scene. 
Remember it’s the close-ups 
which “read” well in television. 
(The matter of cost enters here 
where complex character anima- 
tion is involved.) 

3. Produce the spot from a story- 
board designed by someone com- 
pletely familiar with animation 
problems. This will eliminate 
items that can’t be animated. 

4. Keep characters “cartoony.” Re- 
member: live human characters 
can be shown better in live action. 


Are there many don’ts for live 
action? 


Improper use of live action is not 
nearly so widespread as animation. 





What are some examples where 
live action is preferred? 


For the best sales message, products 
can most eflectively be demonstrated in 
live action with the added value, espe- 
cially from the client’s point of view, of 
showing the actual product. Live action 
is best used where appetite appeal of 
food and beverages is concerned. A 
well staged and properly lighted food 
close-up is far more appealing than an 
art work shot in animation. Then, too, 
as already indicated, live action is best 
where actual human characters are 
concerned, especially in lengthy di- 
alogue passages. 


What is the difference between 
animation and stop motion? 


Stop motion is really animation in 
third dimension. 


OR MOTION PICTURE 


Do the same fundamentals ap- 
ply to the production of both? 


Yes. Both are photographed a frame 
at a time and require a great amount 
of care and time in production. As in 
the case of animation, don’t plan on 
the use of stop motion unless there is 
sufficient production time. 


What are some plus values of 
animation? 


It adds interest to product display 
and identification and often offers a 
clever means of presenting the client’s 
product. As in the case of animation, 
stop motion photography is enhanced 
if shot to a musical beat and serves as 
a great attention getter. 


What is the best procedure an 
advertiser should follow before 
making a choice of the three 
mediums? 


Consult with a competent producer 
before preparing a final script or mak- 
ing a choice of which medium should 
be used in order to produce a good tv 
film commercial. 


EVE: RYTHING 


TELEVISION 





CAMART DUAL SOUND READER 


© Edit single and double system 16mm or 35mm optical sound! 


to track! 


® Works from left to right or right to left! 


Optical Model, $195.00 
Magnetic Model, $185.00 


For descriptive litereture, write Department T 


Edit single system Magnastripe or double system magnetic sound! 
Use with any 16mm motion picture viewer to obtain perfect lip-sync matching of picture 








we CAMERA MART io. 


1845 BROADWAY (at 60th St 





NEW YORK 23,N. Y 


* Plaza 7-6977 + 
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and guests 


RONALD COLMAN + MERLE OBERON - JOAN FONTAINE 


Thomas Mitchell, Broderick Crawford, Angela Lansbury, Frank Lovejoy, Joanne Dru, Edmond O’Brien 
and over 30 other top stars! 





“FROM THE FAMOUS “FOUR STAR PLAYHOUSE” | 
















QUANTITY 


153 half-hour programs! 


QUALITY i 
Produced at top budget by FOUR T) 
P lus— Entire cost over $5,000, 000! 
a > 41-1) ed ; 
Drama — Mystery — Comedy — Romance 
Equals— 1 to 5 times a week! . 
SU of O49 —h-}-) 2 6] 


Four smash years on CBS Network for Bri st 
Machines and Parker Pen. Winner of 4 


PROGRAMMING 


Flexible programming — ‘‘Strippable”’ Acro: 
or aS many as 5 separate, weekly prog a 


phone 

wire 

write 

the man 
from Official 
today! 








it takes KPTV’s 
1,000,000 watt — 
‘Television Giant 
to cover the 
expanding 
Portiand, Oregon 
market! 


s tail | | | 
“SERRE he 


TELEVISION 


STORER NATIONAL SALES HEADQUARTERS 

TOM HARKER, Vice President in Charge of Sales, 118 East 57th Street, New York............. Eldorado 5-7690 
BOB WOOD, National Sales Manager, 118 East 57th Street, New York............... Eldorado 5-7690 
LEW JOHNSON, Midwest TV Sales Manager, 230 North Michigan Avenue, Chicago FRanklin 2-6498 
GAYLE V. GRUBB, V. P., West Coast Sales Manager, 111 Sutter Street, San Francisco........... Sutter 1-3631 


Represented Nationally by NBC Spot Sales 
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completed in mid-1958, Mr. Bosustow 
believes it should be able to accommo- 
date UPA’s ever-growing staff of 500. 

UPA’s East Coast studio, through its 
vice president and manager, Don Mc- 
Cormick, announced that George Dun- 
ning has joined the animation staff. 
During the past year Mr. Dunning 
headed his own animated film studio 
in Toronto, Canada. Before that he 
was with the National Film Board of 
Canada. Mr. Dunning will work on 
UPA’s half-hour cartoon variety show, 
scheduled for the fall on CBS Televi- 


sion. 


HANIMEX CAMERA 

Hanimex, Inc. of San Francisco, 
with a branch office in New York, is 
distributing a 16 mm movie camera 
called The “Years Ahead” AK 16. It 
has a special reflex finder which offers 
constant through- 
the - lens viewing 
during shooting 
as well as unre- 
versed, upright 
focusing image 
that is free from 
parallax error 
and is identical 
in size with the 
future screen pic- 
ture. The AK 16 also has a variable 
shutter that is fully adjustable from 
0 to 180 degrees and allows fading in 
and out and adjusts up to speeds of 
1/380 seconds. Other features of the 
camera include a quick change maga- 
zine, couples lens apertures, high speed 
lenses and a governor control motor. 


DUNN ANSCO SALES MGR. 

Robert M. Dunn has been appointed 
general sales manager of Ansco, the 
photographic manufacturing division 
of General Aniline & Film Corp. Mr. 
Dunn, who joined Ansco in 1931, will 
be responsible for the formulation of 
Ansco’s sales policies as well as for the 
marketing of all of the companies’ pho- 
tographic products in the United 
States and 57 foreign countries. 

Mr. Dunn will his head- 
quarters at Ansco’s home office in 
Binghamton, N. Y. 


make 
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WOOD.awo-TY BIG 


Here’s the business end of a high-powered motoring market you may be 
missing . . . currently wheeling along at the rate of $514-million for gas, 
oil and automotive products. Western Michigan motorists are YOURS... 


when you buy WOOD-TV, Grand Rapids’ only television station . . . the Dk. MUSKEGON 
GRAND RAPS 


country’s 18th television market. Ask us to tell you more! ~~ 


f GRAND RAPIDS, MICHIGAN 
GRANDWOOD BROADCASTING COMPANY * NBC BASIC; ABC SUPPLEMENTARY *© ASSOCIATES: WFBM-AM 


AND TV. INDIANAPOLIS; WFDF, FLINT; WTCN-AM AND TV. MINNEAPOLIS © REPRESENTED BY KATZ AGENCY 
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A NEW 
MOTION PICTURE 


V 


A 16mm film in Technicolor 
Narrated by 
Westbrook Van Voorhis 


Running time: 14 minutes 


Produced for 


ASSOCIATION OF 
AMERICAN RAILROADS 


Transportation Building 
Washington, D. C. 








THE RIGHT 
TO COMPETE 


is available, on a free loan basis, 
for showing before adult audiences. 
Bookings for any given date 

can be made through the 


following sources: 


THE PUBLIC RELATIONS 
DEPARTMENT 
of most 


railroads. 
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ASSOCIATION FILMS 


THIS NEW FILM ... 


. . . Discusses recommendations which are at the heart 
of the report of the Presidential Advisory Committee on 


Transport Policy and Organization; 


. .. Traces the course of competition 
as one of the creative forces that has made this country 


sound, strong and prosperous; 


. . - Speaks out in favor of allowing the 
regulated forms of transportation more freedom 


to price their services in competition with one another. 


. . . Is designed to help bring about 


a better understanding of today’s transportation situation. 


STERLING-MOVIES U.S.A. 
New York, N.Y. 
205 East 43d St. 


Ridgefield, N. J., Broad and Elm Sts. 
LaGrange, Ill., 561 Hillgrove Ave. 
Dallas, Texas, 1108 Jackson St. 

San Francisco, Calif., 351 Turk St. 
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Travel (Continued from page 53) 


company have expressed pleasure with 
the results they are getting from the 
program. 

Northwest Orient Airlines has just 
started its second 13-week cycle of 
sponsoring a quarter hour of news on 
wen-Tv Chicago Sunday nights. Of- 
ficials of the company have expressed 
pleasure with the program and the 
business it is bringing the airline. 

Trans-American Airlines, new name 
for North American Airlines, considers 
itself the largest independent in the 
country. Trans-American, a constant 
television advertiser, carried schedules 
on four stations during the first three 
months of 1956. During the last 
quarter of 1955 the line spent between 
$64,510 and $40,080, according to 
TvB. Stations currently used by the 
line include: wrtc Washington, wen- 
Tv Chicago, watv New York and 
KRLD-TV Dallas. 


United Uses Tv 


United Airlines uses some spot. Dur- 
ing the last quarter United carried a 
schedule on KGMB-TV Honolulu, spon- 
soring Celebrity Playhouse, 30-minute 
weekly program, and announcements 
on KBTV Denver. 

Mohawk Airlines, a relatively small 
company serving 26 communities 
through 18 airports in the Mohawk 
valley area, has found that television 
can be singularly effective, reports 
Robert E. Peach, president; Thomas 
J. Kirkup, vice president for sales, and 
Howard W. Ostrom, director for sales. 

The company uses newspapers, some 
radio and outdoor signs in selected 
metropolitan areas as well as direct 
mail. Three years ago Mohawk started 


ORLE 


NON-STOP 





Delta Air Lines uses spot television to 
support new service announcements, 
new flights, vacation packages and 
coach rates. Above is a sample slide 
uses on WHBQ-TV Memphis. It was the 
second of two used on a 10-second spot. 


buying a single 8-second station iden- 
tification on WKTV Utica. Results were 
amazing. After the spot had been 
running for eight months a question- 
naire was inserted in the seats of the 
planes throughout the line, asking 
passengers what advertising they re- 
called and in what media they re- 
membered it. 

Although the questionnaires were 
carried in all planes and the tv spot 
had been carried in only one market, 
more than 4 per cent of those replying 
mentioned this spot specifically. 

Because of the success of the single 
spot another was added in Utica two 
years ago and a single spot started on 
wcny-Tv Watertown. The agency 
“expects to build this up both in 
quantity and in various markets be- 
sides the two mentioned.” 

Copy for the spot mentions time of 
flights to important cities, frequency 
of flights, actual minutes consumed 
between Utica and the important points 
and kinds of equipment used. The 





Copy for the Mohawk Airlines spots appears over this plane in flight on WKTV 
Utica and wcny-tv Watertown. Company executives have found the advertising 


particularly effective. 


copy is limited to 15 words, while the 
visual is a slide with the copy printed 
on it to go with the aural message. 
The visual is superimposed over a 
Mohawk plane in flight. Agency is 
Farquhar & Co., Utica, with John T. 
Farquhar as account executive. 

The Ragsdale Flying Service, Austin, 
Tex., owned by Mr. and Mrs. Bobbie 
Ragsdale, operates from a base at the 
Austin municipal airport. They have 
been using television advertising since 
the first of the yea. 

Centered around a “Who? Me Fly?” 
theme, the service buys a Class A 
minute Sunday evenings on KTBC-TV 
Austin. The announcements also fea- 
ture the Ragsdale line of Cessna air- 
craft. 

Mrs. Ragsdale says, “Tv has created 
a new interest in flying in Austin’s 
trade area and KTBC-TV has been ex- 
tremely helpful and interested in our 
tv advertising campaign. We've found 
that photographs featuring local own- 
ers—the average business man, the 
average family—and their planes 
have been the most effective approach. 
Comments, both in quantity and effec- 
tiveness, from television advertising 
have always exceeded all other forms 
of advertising that we have used.” 

At the end of March an open house 
celebration to introduce Cessna’s new 
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NCT 


channel 9 


Serving prosperous eastern N. C. 
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TELEVISION AGE WILL BE PUBLISHED EVERY OTHER MONDAY 


STARTING SEPTEMBER 10. THE EXPANSION OF THE PUBLI- 
CATION TO A BI-WEEKLY IS REFLECTIVE OF THE PHENOMENAL 
GROWTH OF THE TV INDUSTRY AND OF TELEVISION AGE. 

IN ITS THREE YEARS OF PUBLICATION THE ADVERTISING 
SPACE CARRIED BY TELEVISION AGE HAS MORE THAN DOUBLED. 


IN CIRCULATION TELEVISION AGE HAS CAPTURED THE NUMBER 
ONE POSITION AMONG ADVERTISING AGENCIES AND IT IS THE 
ONLY PUBLICATION IN THE FIELD TO FURNISH A VERIFIED 
CERTIFIED AUDIT OF CIRCULATION. 


THE BI-WEEKLY APPEARANCE WILL ENABLE THE PUBLICATION 
TO INTENSIFY ITS COMPLETE COVERAGE OF THE TV MEDIUM AND 
ENABLE OUR IMPORTANT READERSHIP TO KEEP PACE WITH THE 
NATION’S FASTEST GROWING MEDIUM. 


NEW STAFF ADDITIONS WILL BE ANNOUNCED SHORTLY. 


KINDEST PERSONAL REGARDS. 


SOL PAUL 


PUBLISHER 
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Travel (Continued from page 75) 


182 was promoted on television with 
such success that several hundred 
people came to the field to see the 
complete line of Cessna ships. The 
Ragsdales were well pleased with re- 
sults. 

Railroads, second largest television 
user in the travel group, spent around 
$214,000 on spot during the last 
quarter of 1955 and $288,000 during 
the first quarter this year. It is ex- 
pected that during the year their tele- 
vision advertising will total around 
$1.5 million. This is a small percentage 
of their overall advertising budget but, 
because it is increasing each year, an 
indication that railroads may become 
a giant tv customer in the future. 

One of the larger railroad adver- 
tisers on tv is Union Pacific, which 
used 16 the first 
quarter. Its schedule, mostly spot an- 
nouncements, includes: KCOP, KHJ-TV, 
KNXT and KTLA Los Angeles; KBTV 
KBOI-TV and KIDO-TV Boise; 
KID-TV Idaho Falls; wow-tTv Omaha: 
KSTF Scottsbluff; KsL-Tv and KTVT 
Salt Lake City; KING-TV and KTNT-TV 
Seattle-Tacoma and KFBc-Tv Cheyenne. 


N. Y. Central in Tv 
The New York Central spends a 


relatively small sum in television but 
enough to “think” it a “worthwhile” 
advertising medium which is produc- 


stations during 


Denver; 


ing results in at least two major 
markets. 

The company spends $78,000 a year 
for its two 52-week contracts, one with 
WHEN-TV Syracuse and the other with 
weEws Cleveland. This is the 
television that the New York Central 
has ever had, and the attitude of com- 
pany executives and the agency, J. 
Walter Thompson in New York, in- 
dicates that tv expenditures may be 
expanded further in the near future. 

The railroad sponsors the weather 


most 


review and forecast every week-day 
night at 11:05 p.m. on WHEN-Tv. The 
program presents the report almost 
entirely by visual means, including a 
model New York Central train that 
winds its way across the Weatherama 
set carrying placards with essential in- 
formation regarding weather condi- 
tions. The program is conducted by 
Tom Watkins, who uses _ illustrated 
weather maps and simplified diagrams. 


New York Central Railroad sponsors 
two television Weatherama shows, on 
WHEN-TV Syracuse (upper photo) with 
Tom Watkins announcing and on 
wEws Cleveland (lower). 


Viewer interest in the program gives 
it a high local rating. 
Commercials stress the ease, speed, 


comfort and low cost of riding the 
New York Central. All commercials 
are live. Further, the station has 
merchandised the program with a 
three-dimensional display in the 
Syracuse passenger station. The dis- 
play is designed to aid travellers with 
information on the weather to be ex- 
pected in the Syracuse area. 

A similar five-minute weather pro- 
gram is sponsored by New York Cen- 
tral on wWews Cleveland. 

The Denver & Rio Grande Western 
Railroad sponsors the Carl Akers news 
program on KLz-Tv Denver (10-10:10 
p-m., Tues. and Thurs.). Home rail- 
road for Colorado and Utah for the 
past 86 years, the multi-million dollar 
line has as its president, G. B. Ayde- 
lott; vice president for traffic, R. K. 
Bradford; passenger traffic manager, 
H. F. Eno; director of public relations, 
George F. Dodge, and advertising and 
publicity manager, Carlton T. Sills. 

Using all media, the road has been 
a consistent television customer since 
1949 when it began using a weekly 
half-hour program on a Salt Lake City 
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We're a’luring 


Who would you confide in if you knew that more than 
half of Michigan’s 9,000,000 money-spending 
vacationers were going to choose your area for their 
annual vacation? To whom would you pass on the 
information that they'll stay in the area for an aver- 
age of 12.3 days . . . spend an average of $286.00, 
and that 72% admit they‘re 
influenced by advertising? We knew all kinds of 
statistical facts of this type and, frankly, didn’t feel 
right about keeping it all to ourselves. So, we 


per party of three . . . 


tossed the line to WEED Television and 


suggested they use it as a “lure”. If you fancy 
yourself as a fisherman, this is one big one that 
needn’t get away. Sidle up to any angler at WEED and 
ask about the ONE Television station that serves 


the MOST of Michigan’s fabulous year- 
round playground. 


CBS-ABC 
Channel 13 





Nothing fishy about it, 


a 
Nat'l Reps. co Wirry 
Mo 
WEED TV 


SPARTON BROADCASTING CO., Cadillac, Mich. 
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station. In 1950 it switched to spon- 
sorship of a five-minute weather show 
three days a week. When KLz-Tv Den- 
ver went on the air the railroad spon- 
sored a five-minute weather show two 
days a week but changed to the Carl 
Akers 10-minute news show in 1954 
and has been its continuous backer 
since that time. About $30,000 goes 
into tv annually, with the major por- 
tion being spent on KLz-Tv. Ball & 
Davidson, Denver, is the agency, with 
Malcolm T. Sills, account executive. 
“Carl Akers’ personality,” says Mr 
Carlton Sills, “the freshness and 
variety of news itself and sound sta- 
tion operation combine to make our 
railroad’s participation in television 
one of our best advertising channels.” 
The Akers show has consistently 
rated as the highest Denver-produced 
show, according to the station. The 
railroad is well pleased with the re- 
sults of this advertising. Examples of 
its appeal are many. Two announce- 
ments on the program sold out a 500- 
capacity special train a full week in 
advance. One offer of free booklets at 
the Denver ticket office resulted in 
several thousand in-person requests 
for the booklets. As another result, 
300 people, representing nearly the 
entire community of Kennesburg, Col., 





The Market 
The Power 
The Set-count 
The Facilities 
The Know-how 
for efficient 
sales in 
tobaccoland 


WNCTraner coe an 


Greenville, N. C. 


A. Hartwell Campbell, Gen. Mgr. 
316,000 watts full time 


John E. Pearson Co., Inc., Nat’l Rep. 












.” is Denver & Rio Grande 


nels . . 
Western Railroad’s description of the 
Carl Akers newscast which it sponsors 
Tuesday and Thursday nights on K1z- 
tv, Denver. 


now take an annual trip on Rio 
Grande’s ski train. 

The New York, New Haven and 
Hartford sponsors Weather Vane. on 
WKNB-TV Hartford and a news show 
on wNHC-Tv New Haven. 

The Northern Pacific Railroad uses 
four stations within its trade area: 
wcco-tv Minneapolis, KooK-Tv Bill- 
KTNT-TV Seattle-Tacoma 
KHQ-TV Spokane. 

One station break a week is used 
by the Canadian National Railway on 
wrca-Tv New York. The campaign 
started at the end of April and will 
go to the end of the year at least. 
McCann-Erickson, New York, is the 
agency. 

Another important segment of the 
transportation group is made up of 
the bus lines which in the last quarter 
of 1955 accounted for $149,000-worth 
of spot tv. In the first three months 
this year, they spent $190,000. It is 
expected that total bus business for 
the year will be around the three- 
quarter million dollar mark, with 4 
possibility that it may be greater. 

Greyhound spends about 20 per cent 
of its national budget on tv. The Grey- 
hound Corp. is one of the bigger users 
of television. 


ings, and 


In the last quarter of 


1955, according to TvB, Greyhound 
was the 149th user of spot from the 
point of view of money spent. Total 
invested in the medium was $155,100 
—on 76 stations. In the first quarter 
of 1956 the company cut down to 45 








stations but was still a substantial user 
of tv. While it has been a long-time 
spot user the firm also backed Omni- 
bus on the CBS Television network 
Sunday afternoons during 1952 and 
1953. 

Edgar A. Jones, director of adver- 
tising and public relations for Grey- 
hound, is a firm believer in television 
and is constantly on the lookout for 
all types of programming which seem 
to meet the company needs in par- 
ticular areas. 

Typical is the sponsorship of Jn 
Town Tonight (10:15-10:30 p.m., Fri- 
days) on wWBBM-Tv Chicago. This is a 
musical-variety show which has just 
been chosen Chicago’s best musical 
program for the second straight year 
by the Chicago Federated Advertising 
Club. The format is especially usable 
for Greyhound because it permits a 
direct, yet unobtrusive, tie-in between 
program and commercial. For 
ample, the Mardi Gras program fea- 
tured special songs, costumes and the 
like which went well with the com- 
mercials urging viewers to take the 
trip to New Orleans. 

Greyhound spends about 50 per cent 
of its Chicago budget on tv, and 


ex- 


_ executives feel the medium is doing 


an excellent sales job in that area. 
Inquiries after the WBBM-TV advertis- 
ing are immediate. On the Mardi Gras 
promotion more inquiries about trips 
were received after two days of tele- 
vision ads than had been received after 
two months of advertising on another 
medium. 

In Washington the company spon- 
sors San Francisco Beat on alternate 
weeks on wrTop-TVv. In Dallas announce- 
ments are used on KRLD-TV and WFAA- 
Tv. Other stations currently being used 
include: WABT and wBRC-Tv Birming- 
ham, WALA-TV Mobile, wsFa-tv Mont- 
gomery, KBTV Denver, WMBR-TV Jack- 
sonville, wtvJ Miami, wopso-tv Or- 
lando, WEAR-TV Pensacola, WFLA-TV 
Tampa, wsB-Ttv Atlanta, wTTtv Bloom- 
ington, WHO-Tv Des Moines, WAVE-TV 
Louisville, wBRz Baton Rouge, wosvu- 
TV New Orleans, WJBK-TV and WWJ-TV 
Detroit, KsTP-Tv Minneapolis, wToxK- 
TV Meridian, Ksp-tv St. Louis, KMTV 
and wow-tv Omaha, kos-tv Albu- 
querque, KSWS-TV Roswell, wcpo-Tv 
Cincinnati, Kwtv Oklahoma City, 
KoTvV Tulsa, wDEF-Tv Chattanooga, 

(Continued on page 82) 















The more than 500 radio relay towers of 
the Bell System are found in all imag- 
inable types of terrain from a Nevada 
mountaintop to the roof of a New York 
skyscraper. Yet each must be accessible 
for maintenance in any season, and under 
any weather condition. 


So the Bell System builds roads which 


help insure dependable network service 


for the television industry. In bad weather, - 


jeeps or specially designed snow tractors 
are needed in some locations. 





Access road to radio relay station, Rocky Point, Nevada. 


A TV CHANNEL IS PART ROAD 


For a radio relay network is more in- 
volved than it might appear. It needs 
access roads... and generators for stand- 
by emergency power. And it requires a 
skilled corps of highly trained mainte- 
nance experts across the nation, always 
available when trouble occurs. 


Every Bell System relay station is a 
combination of all these many elements. 
Together they help insure the best tele- 
vision transmission it is possible to pro- 
vide across almost 70,000 channel miles. 


BELL TELEPHONE SYSTEM 


PROVIDING INTERCITY CHANNELS FOR 


NETWORK RADIO AND TELEVISION THROUGHOUT THE NATION 
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Six O’°CLOCH ADVENTURE 


Our new “Six O’Clock Adventure” strip is bound to get you 
sales action in the rich Northern Ohio Market. It delivers 
half-a-million sales impressions, nightly. 

Look at the time rating (6-6:55 pm)—14.8, 5-day average, 
and with peaks as high as 16.5. That’s 65% more 
audience than its clesest competition—and with 60% adult 
audience, at that! 

The program features: “‘Sheena of the Jungle,” 
‘Jungle Jim,” “Gene Autry,” “Captain Z-Ro,” “Roy Rogers,” 
“My Hero,” with Robert Cummings, and “Willy,” 
starring June Havoc. First run in the Cleveland market. 

Time on this new strip is going fast. In fact, 
it was 60% sold out the first week on the air. For information, 
call Albert P. Krivin, Sales Manager for KYW-TV, 
at CHerry 1-0942, or A. W. “Bink” Dannenbaum, WBC 
General Sales Manager, MUrray Hill 7-0808, New York. 


In Cleveland, No Selling Campaign is Complete 
Without the WBC Station— 


KYwA\rv 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO TELEVISION 
BOSTON—Wwsz+wBZA BOSTON—W85Z-TV 
PITTSBURGH—KDKA PITTSBURGH—KDKA-TV 
CLEVCLAND—KYW CLEVELAND—KYW-TV 
FORT WAYNE—WoOwo SAN FRANCISCO—KPIX 
PORTLAND—KEX 
KPIX REPRESENTED BY THE KATZ AGENCY, INC. 
ALL OTHER WBC STATIONS REPRESENTED BY PETERS, GRIFFIN WOODWARD. INC 
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Washington Memo 


NETWORK ATTACK. The hottest 
thing in Washington right now on the 


television front is the government at- 
tack on the networks. It is in some re- 
spects reminiscent of that hectic period 
in 194] when the FCC promulgated its 
chain broadcasting rules for radio. But 
only in some respects. The attacks now 
are stronger and they are coming from 
many directions: from the Senate Inter- 
state Commerce Committee; from its 
ranking Republican member, Sen. John 
W. Bricker; from the Department of 
Justice, and from the House Judiciary 
Committee. The FCC may also get in 
the act soon with an interim report by 
its Network Study Committee. 

The most serious threat comes from 
the Department of Justice which seems 
to be girding for anti-trust action. As- 
sistant Attorney General Stanley Barnes 
has already testified before the Senate 
committee that his anti-trust division 
has been looking into the option time 
and “must buy” agreements. The re- 
cent activity of the department’s investi- 
gators in Madison avenue attests that 
he means business. : 


ANSWERS SOON. The charges 
against the nets will soon be answered 
in the testimony of Frank Stanton of 
CBS, Robert Sarnoff of NBC and Rob- 
ert Kintner of ABC before the Senate 
committee. Undoubtedly, they will 
point to the tremendous contributions 







































































of the networks in public service pro- 
gramming, in entertainment, and in the 
dynamic growth of the television indus- 
try itself. They will be able to tell of the 
extensive plans for covering this year’s 
national conventions, which only the 
networks can bring the public. 

But the 


serious and no responsible people in the 


situation, nevertheless, is 
industry will deny it. It has reached a 
point where the question may not be 
merely whether action will be taken but 
what action and what form it will as- 
sume. 

There are many possibilities, among 
them reduction of option time of prime 
evening hours, outlawing of the “must 
buy” arrangements, divorcement of net- 
work operations from production ex- 
cept for sustaining shows, and division 
of affiliations in markets with less than 
three stations. 


ALLOCATION PROBLEM TOO. 
Aggravating the attack on the networks 
is the allocation problem and, specifical- 
ly, the lack of sufficient stations in the 
first 100 markets. At this writing, the 
FCC is on the verge of taking some ac- 
tion to provide more equally competi- 
tive facilities, perhaps through deinter- 
mixture to assure “islands” in the few 
remaining cities in which it can still 
be done, perhaps through a long-range 
reshuffling of channels. Whatever the 
Commission proposes will draw strong 









opposition from the affected applicants 
or stations but the situation has reached 
the point of desperation and something 
will have to be done. If nothing else, 
the monopoly problem requires it. Ob- 
viously, the fewer the number of sta- 
tions, the greater the domination of net- 
works (especially CBS and NBC) over 
programming. And the fewer the sta- 
tions, the smaller the possibility for ad- 
ditional networks. 

One approach to the problem which 
was suggested before the Senate com- 
mittee recently and which is now be- 
fore the FCC may get serious consider- 
ation. It is the proposal of Benedict 
Gimbel of WIP in Philadelphia to take 
six megacycles from the fm band to 
provide for a 13th vhf channel, which 
Use of 6-A 


would provide for 54 additional vhf 


would be known as 6-A. 


stations, says Mr. Gimbel, would in- 
volve only minor conversion problems, 
would permit a third or fourth vhf sta- 
tion in 20 markets, a second in 17 cities 
and a first in 17 more. 

Mr. Gimbel doesn’t claim his plan 
would be the ideal solution for the allo- 
cation problem but feels it would be a 
substantial contribution. 


NOT NEW IDEA. The idea of using 
part of the fm band for tv is nothing 
new. It was proposed by CBS, among 
others. Some of the commissioners, 
however, have been against the pro- 
posal, feeling that fm must not be 
“carved up,” that it must be kept in- 
tact to provide for an anticipated 
growth of the “high fidelity” service. 
But that growth has not materialized, 
despite authorization of multiplex ser- 
vice, and there is little indication that 
fm will need the space which would be 


left if six mc were removed for tv. 


VETERAN RETIRES. FCC Comr. 
Edward M. Webster’s retirement from 
office at the expiration of his term this 
month ends, as President Eisenhower 
wrote him, “a long and distinguished 
career” in government service embrac- 
ing nearly 50 years. A member of the 
Commission since 1947, Comr. Webster 
has been a conscientious public servant 
who has made an important contribu- 
tion to the development of the television 
industry. In the nine years he has been 
a member, he has participated in prac- 
tically every major decision affecting 


the medium. The FCC will miss him. 
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WHIN-TV 


CHANNEL 13 
IT’S A SELLER'S MARKET, 
but we can give you 


the BIGGEST BUY yer! 


TIME: Now, while we're still new . . . 
with rates set to offer low cost per im- 
pression . ... choice availabilities are 
still open. 

PLACE: Huntington — Ashland — Charles- 
ton and Portsmouth Markets. The rich, 
prosperous, tri-state area of more than 
1,250,000 population conservatively meas- 
ured from mail responses. 


SCENE: WHTN-TV with the largest trans- 
mitting antenna in the world . . . 316,000 
watts of power for maximum. effective 
coverage . . . a built-in audience of more 
than 200,000 sets . . . popular basic ABC 
network programs, outstanding local live 
shows and top-notch films. 


ACTION: Get on our “bandwagon” and 
g-t-0-w with us! After only one month of 
maximum power, Channel 13 showed 
36.8% audience increase over the first 
audience report. 

CALL US: Huntington, West Virginia, 
JAckson 5-7661, or our representatives: 
Edward Petry & Co., Inc. 

: \\l Vs, 
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Travel (Continued from page 78) 


WATE-TV Knoxville, wLAc-Tv Nashville, 
KFDA-TV Amarillo, wWwBAP-Tv Fort 
Worth, kprc-tTv Houston, KENS-TV and 
woal-tv San Antonio, KSL-Tv Salt 
Lake City, Kvos-tv Bellingham, KING- 
TV Seattle-Tacoma, wsaz-Tv Hunting- 
ton and WTMJ-Tv Milwaukee. 

Continental Trailways buys tele- 
vision, mostly announcements and ID’s 
on a number of stations across the 
country, including: KMJ-TV Fresno, 
KTTV Los Angeles, KGo-Tv San Fran- 
wrTop-ty Washington, WBRZ 
Baton Rouge, WHBQ-TV Memphis, 
K¢BT-Tv Harlingen and Ksyb-tv Wich- 
ita Falls. 

Carolina Trailways uses tv on WTVD 
Durham and wrar-Ttv Norfolk. 

The Chicago Motor Club is one of a 
number of automobile groups which 
has found television effective. For the 
past three years the club has sponsored 
The World is Yours on Friday eve- 
nings on WGN-TV Chicago. The format 
of the program fits perfectly into the 
motor club commercial theme which 
promotes the club’s tourist service. 

Trade Deals Common 


cisco, 


Trade deals are common in adver- 
tising placed within the travel, hotels 
and resorts group. Airlines have used 
trade deals repeatedly to get plugs on 
television shows. The reference to the 
Flyright Airlines on which the winning 
contestant will fly in cushioned com- 
fort to a Zombi Island paradise is 
familiar to every viewer. A number 
of agencies specialize in trade deal 
advertising. 

Hotels are by tradition frequent 
users of trade advertising. Due bills 
are in demand by executives of most 
media and an equitable trade agree- 
ment is often useful to all parties. In 
spite of this hotels actually pay for 
much national spot and buy an even 
larger amount in local television. 

It is estimated that spot spending 
by hotels during the last quarter of 
1955 amounted to $48,000. This was 
increased to around $50,000 in the 
first quarter of 1956. Local advertis- 
ing by individual hotels amounted to 
approximately twice this amount. 

Hotels in the Miami area advertise 
not only to the northeastern tourist 
trade but to the home folk as well. 
Hostelries have found that television 
can bring them business from their 





Stars of weBM-Tv’s In Town Tonight 
which is sponsored by Greyhound on 
Fridays are Jim Conway, Patricia Scot 
and Len Dresslar. The program has a 
variety-musical format which lends 
itself particularly to Greyhound com- 
mercials. 


own back yard. witv Fort Lauderdale- 
Miami has had several of these ac- 
counts. The Hotel Seville used Mystery 
Dise Jockey weekly with considerable 
Golden Gate Hotel used 


Beauty Pageant on witv and Saxony 


success. 


Hotel in Miami Beach used a series of 
Meet the Stars programs on the station, 
featuring live performers from hotel 
shows. 

The Ambassador International Hotel 
in the Dominican Republic is using 
minute participations on Hy Gardner 
Calling on wrcea-tv New York. The 
campaign, which started in late April. 
will run through July. The agency is 
Koehl, Landis & Landan, New York. 

Resort advertising is mostly seasonal 
and is only beginning to use television 
as a principal medium. Resort man- 
agement has long thought of the print 
media as their only means of advertis- 
ing. 

Resort Management, a trade maga- 
zine in the field, 
quiries from several resort operators 


reports recent in- 
about television outlets. 

The North Carolina Department of 
Conservation and Development is 
using a limited amount of television 
in promoting North Carolina as a 
vacation state, with a schedule of spots 
on WMAL-TV Washington. Bennett Ad- 
vertising, High Point, N. C., is the 
agency for the account. 

The Province of Quebec, Canada, is 
using 10-second station breaks two 
and three times a day on WRCA-TV 
New York to promote travel to Canada, 
particularly to the Province of Quebec. 
Desbarets Adv., Montreal, is agency. 





im Omaha, 


WOW-TV-By a LANDSLIDE! 
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The New WOW-TV—CBS-TV ticket 

wins by a landslide! 

The March Pulse (seven counties) and 

February ARB (Omaha & Council Bluffs) 

agree! The votes are counted, and 
WOW-TYV is No. 1! 





Repre by KATZ AGENCY INC. JOHN BLAIR & CO. BLAIR TV, INC. 


MEREDITH Radio and Tdeison STATIONS 
attitiated with Better Homes and Gardens ae Successful Farming magazines 
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Schick (Continued from page 55) 


the broad family appeal of the Gleason 
format was only one segment of the 
advertising method Schick has decided 
to use. For, from a broadly general 
approach, Schick has 
turned to precise marksmanship, is 


promotional 


shooting for exactly the right audience 
via tv. 

Part of that change is evident in its 
programming for the current video sea- 
son. It is now co-sponsor of the Robert 


Montgomery show on NBC-TV, which, 


since Schick’s previous program had 
been shared with three other sponsors, 
represents a 50-per-cent jump in com- 
mercial time. It also co-sponsored eight 
major NCAA football games and five 
eastern regional games, a gesture that 
added an estimated $650,000 to 
Schick’s tv tab last fall. 

Schick’s theory on the right tv pro- 
grams is being worked out after care- 
ful study of consumer buying. For one 
the shavers score enormously 
and at least 70 per 
cent of purchases are concentrated in 


thing, 
as gift items, 


Sales Management's Area Growth Ratings, 1945-1955, show that . . . 


oO, & 
ELE 
ZS 
Ne 
“S&S 


&3 


NE 


More people have more money ¢$) to 


€) spend in the WBRZ area 


than ever before, because... 
Population > is UP 84% 
IN 
Food Store Sales + are UP 209% 
Effective Buying Income (+) is UP 100% 


There are $899,481,000.00 spendable dollars 


“ot 
earned from oil i, gas E| sulphur Zo- 
i 
industry =aeothy and agriculture th. 


AND ONLY ONE TELEVISION STATION COMPLETELY 
COVERS THIS RICH HEART OF LOUISIANA 






Represented by Hollingbery 


WBRZ~2 


BATON ROUGE, 
| Power: 100,000 watts Tower: 1001 ft. 


LOUISIANA 


NBC-ABC 





the pre-Christmas shopping period. 
Father's Day accounts for another 
healthy 15 per cent, and birthdays of 
the man in the family could account 
for the remainder. 

The company’s sales charts reflect a 
comparable pattern. In the first six 
months of 1954, sales totaled only 
some $8.4 million, while the volume 
at the year’s end was at an amazing 
$23 million. That means a heavy $15- 
million sales total in the last half. 

Further studies have indicated that 
while it’s the woman who buys the 
shaver, in the majority of instances 
it’s the man who specifies the brand. 

That’s partly what’s behind this 
year’s tv program pattern. The Mont- 
gomery shows are aimed at the adults 
of the family—the mother who does 
the buying and the father who does 
the shaving, so to speak. The program 
also seems to draw an audience that 
does not find a $29.50 item too costly 
for its income bracket. 


Aimed at Male Audience 


The football coverage was aimed 
strictly at the male audience, young 
and old. And it’s through continued 
sports telecasts that Schick expects to 
reach the 1.6 million boys who annual- 
ly reach shaving age. This adolescent 
group is expected to hit the 2-million 
mark yearly by 1965, previding Schick 
with an even steadier supply of new 
customers. 

Further, 
man to 6wn two or even three shavers, 


its not uncommon for a 


once he becomes a customer. Obsoles- 
cence and replacement seem more 
frequent with the daily-used shavers 
than with other, occasionally-used ap- 
pliances, and constant use limits the 
watt-powered machines to about a five- 
year lifespan. 

The 14-day home trial has provided 
still another factor in continued sales. 
In the course of an average week, it’s 
estimated some 500 men try out elec- 
tric clippers for a 
period; 


two-week trial 
at the end of the period, 90 
per cent remain sold. 

Ken Gifford, the handsome and al- 
ways clean-shaven chairman-president 
of Schick, was at the helm when the 
company first tuned in on tv in 1951. 
“Tt was a crystal-clear demonstration of 
the power of television,” he says today. 
“It pushed our sales up, and they’ve 
(Continued on page 86) 

















KRON-TV’S NEW MERCHANDISING PLAN 


FOR DAYTIME ADVERTISERS (before 7:30 P.M.) 
featuring “IN-STORE SPECTACULARS” * 








mile 


ii 





*Colorful, animated figures 
that move back and forth on 
wires elevated above all other 
merchandise in the store. 


Call the “Colonels” of Peters, Griffin, 
Woodward, Inc. or Norman Louvau at 
KRON-TV for complete details of this 








exclusive new merchandising plan. 


COLORFUL... ANIMATED 
SALES-PRODUCING 











San francisco 


AFFILIATED WITH THE S. F. CHRONICLE 
AND THE NBC-TV NETWORK ON CHANNEL 
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Schick (Continued from page 84) 


been moving ahead ever since.” 

Gifford smilingly points out that tv’s 
impact forced such an expansion of 
production that Schick was literally 
forced to change plant locations. But 
with a $2.6-million profit on its more 
than $23-million sales for 1954 (plus 
an earned surplus of some $5.6 mil- 
lion), the company was well prepared 
for the move. 

Gifford adds that the new 1955-56 
campaign is already beginning to pay 
off, that sales show substantial in- 
creases. That should mean, of course, 
that a still more vigorous tv campaign 
may be aimed for this Christmas. Per- 
haps as a first step, Schick recently an- 
nounced that it was shifting agencies 
again, this time to Warwick & Legler. 

Warwick & Legler, reported as a 
close second when Schick last changed 
agencies, has an important specializa- 
tion, one-product accounts. And Schick 
seemed to like W&L’s experience with 
Pabst Blue Ribbon beer, an account 
it held for 14 years. (The agency has 
also had notable success with Seagram 
7 Crown even though this client can- 
not, as a distiller, advertise on tv.) 

One problem faced both by electric- 
shaver and beer advertising is to reach 
the male consumer through—or with 
the aid of—women. Pabst has spon- 
sored dramatic programs on tv, but 
has also created a veritable institution 


with its Blue Ribbon bouts which 


; WNCT PRIMARY CBS AFF 
Greenville, N. C. 


316,000 watts full time 


A. Hartwell Campbell, Gen. Mgr. 
John E. Pearson Co., Inc., Nat’! Rep. 





WA&L pioneered for them. Since Schick 
—and the other shaver makers—now 
feel big enough to stand face to face 
with the safety-razor kingpin, Gillette, 
it’s not improbable that competition 
between the two whisker cutters for 
the choice tv sports shows will be 
getting sharper and sharper in the 
months ahead. Obviously, Warwick & 
Legler with its Pabst background is 
a shrewd second to have in the ring 


during the fight. 
Agency Green Light 


The new Schick agency got its green 
light, says H. Paul Warwick, president 
of Warwick & Legler, at 12:40 a.m. on 
a Thursday. Taking over production of 
tv announcements immediately, the 
agency had four live commercials — 
written, cast, costumed and set to music 
—on the Montgomery show at 9:30 
p.m. the following Monday, a clock- 
shattering feat. 

The commercials couple old songs 
with new words, usually a sales-message 
parody of the familiar lyrics. When 
Irish Eyes Are Smiling became When 
Irish Guys Are Shaving for tv cover- 
age of the Notre Dame game, for in- 
stance. Noting that the words combine 
into a full story, even when merely 
read, Mr. Warwick identifies them as 
“selling songs rather than singing com- 
mercials.” 

For the first few weeks it started 
work on the account, Warwick & Legler 
had to produce the commercials live, 
of course, but now puts them on film. 
Produced under the supervision of Hen- 
ry Legler, vice president of the agency, 
the commercials are shot by M.P.O. 
Films. The same quartette, the Schick 
Shaver Men, are used for all songs, and 
even Schick’s longtime announcer Bill 
Nimmo joins in with a surprisingly 
pleasant bass voice. 

Emphasizing such salient points as 
the Schick 16-hour shave (it is reported 
as lasting that long), the shaver’s comb 
edge and a $7.50 trade-in on old models 
of any make, the announcements clev- 
erly follow a theme, backed up by both 
sets and costumes. As a result, the 
Schick Shaver Men may appear as pi- 
oneers to sing a Davey Crockett paro- 
dy, as cowhands for a Schick version of 
Red River Valley or as policemen in a 
courtroom to sing Somebody Stole my 
Schick. 





“We have had extremely good com- 
ments on them,” the sponsor reports, 
“and feel we are geeting very high 
product identification.” 

For years, the trade-in allowance had 
been, the company reports, “highly 
successful” in keeping new and im- 
proved Schick models in the hands of 
confirmed customers. But, to woo more 
blade-razor users over to the electric 
way, Schick recently upped its trade-in 
allowance to $7.50, matching the antici- 
pated demand with the increased pro- 
duction facilities in the new Lancaster 
plant. The company used television as 
the spearhead to tell the story to the 
addition to Bill 
Nimmo, used guest announcers of the 
caliber of Jinx Falkenberg, Sid Stone 
and Russ Hodges. The old-blade razor 
campaign, started this spring, resulted 


in “the most successful first quarters 


consumer and, in 


in the company’s history.” 

One thing is certain, according to 
K. C. Gifford. A more vigorous selling 
campaign means his company will 
spend even more on advertising. (While 
press estimates said Schick had spent 
only $700,000 on advertising the first 
nine months of 1955, mostly on tv, they 
predicted total ad costs would soar near 
the $5-million mark within the suc- 
ceeding 12 months. Of that amount, 
approximately $3.5 million will go for 
Robert Montgomery Presents which 
Schick will continue to co-sponsor in 
the 1956-57 season.) 

There are several reasons why the 
next appropriation will be bigger. For 
one thing, the shift of plant production 
cut into the ad budget early last year. 
For another, with increased facilities, 
Schick is now forced to shoot for a 
larger market. Further, the company 
took its first taste of cooperative ad- 
vertising last Christmas, shared fifty- 
fifty with dealers. That, in turn, is like- 
ly to lead Schick into spot placements 
within the next few months. 

And, finally, it seems a sure bet that 
Schick will start moving into non- 
shaving fields before too long—pos- 
sibly electronic or precision instru- 
ment production. Mr. Gifford delights 
in telling visitors to his new Schick 
plant that the precision work done 
there rivals that done in watch fac- 
tories. That remark may be a jab at the 
forthcoming Bulova shaver, a tickler 
for his Lancaster neighbor, the Hamil- 


(Continued on page 88) 














completely fortified 
with vitamins. 






Things are bigger. brighter, 
better on WGR. WGR-TV and 
WGER Radio now are full- 
fledged affiliates of America’s 
fastest-growing. most dynamic 
network — the American 
Broadcasting Company. 











The new look... the new 
sound in Western New York 
and nearby Canada. 





: Se CHANNEL 2 55 on your dial 


¥ Serving 523,000 sets in Serving 575.610 radio fami- : 
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Schick (Continued from page 86) 


ton Watch Co.—or a pointer toward 
the future. 

K. C. Gifford, who joined the com- 
pany back in 1939 and has supervised 
its progress ever since, has an added 
executive dimension. Schick is one of 
the few public corporations to have 
women on its board. Florence L. 
Schick Gifford, widow of the com- 
pany founder and wife of Mr. Gifford, 
and Virginia Schick Coyle, daughter 
of the founder, are both participants 





in management discussions. 

The idea of an electric razor may 
have occurred to other men, but none 
worked at it with the dogged deter- 
mination of the late Col. Jacob Schick. 
With the military man’s love of effi- 
ciency, spit and polish, the Colonel 
was impatient with and annoyed by 
the messiness of older shaving methods. 
He hit on the idea of shaving elec- 
trically in 1910, while on duty in what 
was then the undesirable and un- 
friendly outpost of Alaska. From then 
on, the idea of an electric shaver be- 


Romance and glamor aside, there’s one 
Kentucky institution you can’t afford to 
miss. It’s WAVE-TV, first by far, in 
Kentucky and Southern Indiana television. 


First In CHANNEL — Brilliant Channel 3! 
First In COVERAGE— Effectively serves 


173,000 more TV families than 
Louisville’s second station! 


First In PROGRAMMING—The best from 


WAVE-TV 


NBC and ABC, plus topnotch 
local shows! 


First In ADVERTISING—Carries more local 


CHANNEL 3 LOUISVILLE 


FIRST IN KENTUCKY 
Affiliated with NBC & ABC 


and national advertising, year in 
and year out, than Louisville’s 
other TV station! 


First ON THE AIR— More and better ex- 
perience, by more than a year! 










came a hobby, an avocation and finally 
an all-consuming project of the 
Colonel’s. 

Working on the step-by-step process 
of shaving, he developed the idea of 
having a number of blades on hand 
in the razor to eliminate at least one 
step—replacing the blade—and to save 
time. That idea of a cartridge of 
blades became famous as the Schick 
injector razor and has been adopted 
by virtually all major blade manu- 
facturers since. 

Col. Schick sold the rights to his 
cartridge idea in 1927, took the money 
and promptly reinvested it — in his 
project to develop electric shaving. He 
applied for — and received — his first 
patent for an electric shaver in 1928, 
gathered all the resources at his com- 
mand, rented the top floor of a Stam- 
ford, Conn., loft and began what 
amounted to hand production of his 
product. His landlord in the three- 
story building was Jim Rand of the 
Remington-Rand Corp. 


Greeted With Reserve 


Initially, the new gadget was greeted 
with reserve and skepticism, but Schick 
gradually gained acceptance for his 
invention and, two years later, re- 
quired the whole three-story building 
for his factory. He started putting in 
new equipment, then expanded into 
extra space nearby. The electric shaver 
business had been born. 

But while the shaves were smooth, 
the going. was not. Schick received one 
rude jolt when Remington-Rand an- 
nounced it, too, would market an 
electric shaver. Remington proved to 
be only one of a horde; Packard was 
another; Gillette, the razor blade 
emperor, still another, and by 1936, 
there were over 40 brands of electric 
shavers being produced—most of them 
infringing on the Schick patent. 

The Colonel was not one to take 
industrial espionage without striking 
back. He filed suit against the Packard 
Shaver Co., expecting to win quicklv 
and easily. But he was dumbfounded 
and almost heartbroken when the 
court, in a tightly worded and rather 
reasonable exposition, ruled against 
him. The decision was tantamount to 
opening the gates wide for a flood of 
inferior and lower-priced shavers. 

But the Federal judge who handed 


down the decision was, as a direct 


















Schick sales 
re $ 4,451,000 
Beeps Ai ap. 7,978,000 
| ee 9,706,000 
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Lae 10,455,000 
SORE i aniewer 16,053,000 
TSG. ccc 20,620,000 
i” Seoeged tegry 23,000,000 
a 24,600,000 
* Their first tv year. 





result of the case, investigated closely. 
The Schick-Packard verdict was set 
aside, the patent case reopened and the 
final decision delivered in favor of 
Schick—hands down. With the Schick 
patents ruled valid, competitors began 
to disappear by the score, and soon 
they'd all tossed in the towel, except 
for Remington and a few others. The 
final victory came too late for the man 
most concerned, however. In 1937, 
Col. Schick died, unaware that his 
company was to be triumphant. 

Even that victory was dwarfed, how- 
ever, by still further calamity. With 
its rights protected and its competitors 
fading, Schick had one of its greatest 
sales years in 1937. But in the suc- 
ceeding year, the loss of the Colonel’s 
astute management was felt, rocking 
the company to its very foundation. 
Sales dropped more than 50 per cent, 
and even the units that were sold were, 
it was later learned, sold at a loss. 
It was near disaster. 

At this point, Mrs. Gifford, widow 
of Colonel Schick, put $1.8 million 
cash back into the business to keep it 
going. Soon after that the directors 
hired Kenneth C. Gifford, head of 
sales and advertising for the Toast- 
master Division of the McGraw Co. 
for the preceding 15 years, as vice 
president in charge of sales and ad- 
vertising. He joined Schick Jan. 1, 
1940, and at once introduced the mar- 
keting-advertising techniques he knew 
best, those of the appliance industry. 
Instead of showing a loss, as in the two 
prior years, Schick made a profit. 

But Gifford didn’t get much time 
or opportunity to put his ideas to 
work. With the outbreak of the second 
world war in 1941, the company halted 

(Continued on page 90) 














This area contains OVER 
HALF the population of 
Washington State and it 
accounts for OVER HALF the 
retail sales of the state. 
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. . . and more than 2 million 
people live in the ENTIRE 
area covered by KTNT-TV 


. .. and what's more — 


Only KTNT-TV has all five 


Of all the television stations in the 

rich Puget Sound area of Washington 

State, ONLY KTNT-TV covers all five 

of the following major cities in its “A” 

contour: 

@ Seattle @ Tacoma @ Everett 
@ Bremerton @ Olympia 


CBS Television for Seattle, 
Tacoma, and the Puget Sound Area CHANNEL ELEVEN BASIC 
316,000 WATTS eS. 
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| Schick (Continued from page 89) 


all output of shavers, converted its 
entire production to precision parts 
for the military. 

Schick shavers weren't back on 
dealer shelves until 1946, but then 
moved quickly to feed the postwar 
hunger for consumer goods and hit 
well over the $9-million sales mark 
in 1947, then a company record. In 
1948, sales began slipping, dipped 
down to $6 million in 1949, and it 
looked as if the experience of 1938 
was to be repeated. Volume recovered 
in 1950, however, to a new all-time 
high of $11.5 million dollars, so that 
Schick felt it could try the then-new 
medium of tv to grow even more. 
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Is the saturation point reached? Not 
for Schick—or the industry, says chair- 
man-president Gifford, who feels the 
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| greatest growth period lies just ahead. 

| Some 30 million of the country’s 56 

| million men have yet to buy an electric 
shaver, he explains. 

It was under Gifford’s direction that 

the manufacturing plant was moved 
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who use electric shavers will not only 
be doubled, but that 20 million women 
will become customers, too. In short, 





After more than six years in office and 
2 full power candidates . . ‘ 

wins Smashing Victory! John Q. Tele- 
viewer (represented at the February 


the present market may well triple 
within ten years. 

That means an industry volume of 
12 million units annually, and it’s 
certain that Schick will hold—if not 
increase—its share of the market. It 
won't be hard to watch this booming 
company in its moves towards stepped- 














up sales. Just keep your eyes on the 
tv screen. 
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he importance of tv to packaged 

goods was again demonstrated by 
the Television Bureau of Advertising’s 
list of the top 200 spot users for the 
first quarter of this year. Of the top 
ten, nine companies were packaged 
goods manufacturers (the exception: 
General Motors). And while 15 com- 
panies found spot valuable enough to 
spend more than $1 million on it 
within three short months, 12 of them 
merchandise package goods. 

Packaged goods, as is well known, 
are usually small-sized items with a 
relatively low retail price. They de- 
pend strongly on brand identification. 
And, since the profit margin on in- 
dividual items is usually quite small, 
they depend on mass sales for end-of- 
the-year profits. Finally, most pack- 
age-goods business is strongly com- 
petitive, and competition compells 
shrewd, knowing and repetitive use of 
advertising. Clearly, spot television — 
announcements, ID’s or local pro- 
grams — fills the advertising need. 

With the first quarter’s total spot 
volume estimated at $100.2 million, it 
is interesting to note that two of the 
top ten spenders are cereal manufac- 
turers. They are General Foods, whose 
spot budget is spread among several 
divisions besides its Post Cereals divi- 
sion, and the Kellogg Co. General 
Foods’ total spot budget won the no. 4 
position among all spot buyers during 
the quarter. The Kellogg expenditures, 
narrowed to just about cereal adver- 
tising only, won the no. 5 position 
with a $1.8-million appropriation. To- 
gether, the two companies spent nearly 
$4 million on spot, and their budgets 
for three months of spot obviously 
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a four-week 


review of 


REPORT 


current activity 


in national 
spot tv 


compare very favorably with annual 
budgets of many companies for all 
media. 

In a field as competitive as cereals, 
the spot allocations of General Foods 
and the Kellogg Co. can mean only 
one thing: Others are bound to follow. 

That such a trend is already shaping 
up is indicated by the presence of 
other cereal makers on the TvB listing. 
The Cream of Wheat Corp. ranked 
no. 93 for the first quarter, spending 
an estimated $221,500 on spot. Gen- 
eral Mills, which like General Foods, 
had other products besides cereals to 
promote, spent a total of $217,500 on 
spot, ranking no. 96 for the quarter. 
Ralston Purina, allocating some $149,- 
400 to spot, presumably both for its 
feed and cereal divisions, ranked no. 
130 among spot spenders. Interest- 
ingly, Quaker Oats, in on the network 
Adventures of Ozzie and Harriet this 
season but not next year, is absent 
from the spot roster. 





Harold Davis, formerly of Erwin, 
Wasey, is now timebuyer at Compton, 
N. Y. on Socony, Goetz Brewing and 
Chesebrough-Pond. 


It should be noted that some cereal 
companies use both spot and network 
tv. Kellogg alternates on Arthur God- 
frey and his Friends. Both General 
Foods and General Mills 
known for their network advertising. 

The TvB list showed other definitive 
aspects of spot television. There were 
some 400 more spot users during the 
first quarter of 1956 than in the com- 
parable period of 1955, a total of 
2,702. The upward trend is not only 
growing, but is growing fast and, now, 
by marked jumps. There’s every in- 
dication that, if current business con- 
ditions prevail, spot will become a still 
more important and prosperous source 


are well 


of station revenue within the next few 

years. 
Nighttime 

snapped up — when available 


slots continue to be 
— with 
about 55.5 per cent of all spot money 
going to Class A time periods. But 
daytime shows impressive strength, 
too, with its 34.6-per-cent share. Late 
night is still largely undeveloped, but, 
even so, it got almost 10 per cent of 
the first quarter’s volume. 

And, not unexpectedly, most adver- 
tisers are buying straight announce- 
ments. Some 44.5 per cent of spot 
money goes for announcements, TvB 
indicates. ID’s, quick and effective, 
accounted for a healthy 12.2 per cent. 
Participations continue strong, reap- 
ing about 21.4 per cent of the total 
volume. 

But the surprise is that local pro- 
grams are even stronger. The TvB 
report indicates that, during the first 
quarter, at least, some 21.9 per cent 
of all spot money was spent on full- 
(Continued on page 94) 


June 1956, Television Age 













































91 





Why 
do more 
food 


advertisers 


use 


WCBS-TV 
than any 
other 
New York 
television 
station ’ 
























Because 
WCBS-TV 


rs 2, New York 
Telovte ision Spot Sales 


reaches 
more 
women... 
virtually 
as many 
in the 
daytime 
as all 

six other 
television 
stations 
combined! 


Women ee any igaaaa 
per day): WCB 046,844; 

all other rene: pide —-. 
ra Nielsen New York Report, March 1956 
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Spot (Continued from page 91) 

length local shows. If nothing else, 
that indicates advertisers are paying 
an appreciative tribute to individual 
stations’ programming departments. 


ALLEN INDUSTRIES, INC. 


(Alfred J. Silberstein-Bert Goldsmith, 
Ine., N. Y.) 

The Karpet-Square division is a 
possibility for announcement schedules 

in the future. Joan Pehrson, media director, 
is the timebuyer. 


AMERICAN INSTITUTE OF MEN’S 
AND BOY’S WEAR. INC. 


(Batten, Barton, Durstine & Osborn, 
Ine., N. Y.) 


The organization's $2 million advertising 
budget is somewhat depleted because 

of heavy administration and research 

costs of the past year. There will be 
extensive promotion but tv spot is not in 
the picture at this time. A spokesman 
advises GE, however, that spot will 
be used in the future. Clifford Sutter is the 
account supervisor, Dick White is the 
account executive. 


ANDERSON, CLAYTON & CO. 
(Bryan Houston, Inc.) 


The agency has been sopcintes to handle 
the advertising of MRS. CKER’S 
SHORTENING effective August 1. Although 
ad plans are still in the pins stage, a 
spokesman told TV AGE, “Spot tv is 
definitely in the pee. * Probabl 
participations in daytime shows will be 
used. = timebuyer has been assigned 

as yet. 


ANHEUSER-BUSCH, INC. 
(D’Arcy Advertising Agency, St. Louis) 


As hinted in May Spot Report, BUDWEISER 
BEER has gone to spot programming. 
The brewers bought Official Films’ 
Star Performance series for a eee 
ju 


Norfolk, New Orleans and St. Louis. 
John I. Hyatt is the timebuyer. 


ARMOUR & CO. 
(N. W. Ayer & Son, Inc., N. Y.) 


Following a short-lived reduction in its 
spot schedules, the company is coming back 
with buys. Elaine Ogle is the timebuyer. 


ASTRANAUT, INC. 
(Hoffman-Manning, Inc., N. Y.) 


This company will distribute Herb 
Shriner’s HOOSIER BOY Harmonicas. 
It is thinking of using tv spot but will wait 
until Herb Shriner’s network show gets 
started in the fall. Where and when 
placements will be made will depend on 
company’s distribution setup. Ed 
Hoffman, president, is the contact. 


AVOSET CO. 
(Harrington-Richards, San Francisco) 


A mg ay for QWIP, a pressurized cream 
whip, now underway on 85 tv stations 
in 83 markets. Saturation schedules of 
20’s and ID’s are being used. MacLean 
Chandler, media director, is the contact. 


BURSHERE SALES CORP. 


(The Blaine-Thompson Co., Inc., N. Y.) 


Is testing on WABC-TV New York with 

live and film poeiers for its new 
FERGUSON’S FOR 71. The 

company intends to carry an all-media 
campaign in many other markets throughout 
the country. Use of spot tv depends 

on New York results. Lee Frankel, media 
director, is the timebuyer. 


CANADA DRY GINGER ALE, INC. 
(J. M. Mathes, Inc., N. Y.) 

Plans for the fall are now in the 
discussion stage. There is strong indicatjon 


that there will be some spot activity. 
Edna Cathcart is the timebuyer. 
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Muriel Bullis, formerly of Foote, Cone 
& Belding, L. A., has joined Erwin, 
Wasey & Co., Lid., L. A., as time- 
buyer. 


CARNATION CO. 
(Erwin, Wasey & Co., Ltd., L. A.) 


FRISKIES DOG FOOD division is 
renewing its alternating week sponsorship 
of CBS Television Film Sales’ Annie 
Oakley series in 141 markets for an 
unprecedented period of two years 
beginning in October. 


CARRIER CORP. 
(Direct) 


The company is going to be spending $4 
million in an advertising and promotion 
—— for its home air conditioning 
units. this amount, about $500,000 is 
available for co-op advertising in 
newspapers and tv. 


CARTER PRODUCTS. INC. 
(Dancer-Fitzgerald-Sample, N. Y.) 
ARRID LOTION is running a 20-week 
campaign of vf and late night minutes 


in selected markets. George Walker 
is the timebuyer. 





Old Stand 


From “a one-man cocoon” to 
a staff of “136 on last count and 
more on the way” is the story of 
the Emil Mogul Co. And to have 
room for its advertising opera- 
tions, the agency has moved from 
250 West 57th Street, New York, 
to 625 Madison Avenue, same 
city. 

With the move, the agency re- 
turns to the same address it had 
when it first opened its doors. 
When Emil Mogul started with 
three accounts 16 years ago, an- 
nual billings were about $200,- 
000. Now, with 18 clients, the 
agency expects its 1956 volume 
to fall between $9 and $10 
million. 

The new offices, occupying the 
complete 14th floor of the rebuilt 
building, will provide more than 
twice the space the agency had 
previously had. 














CHATTANOOGA MEDICINE Co. 
(Harry B. Cohen Advertising Co., Inc., 
N. Y.) 


Schedules for BLACK DRAUGHT 

are over in May. Company will lay off 
for summer but will be back in September 
and with more tv spot than ever. 

Arthur Harrison is the timebuyer. 


CHEF-BOY-AR-DEE, 
division of American Home Foods 
(Young & Rubicam, Inc., N. Y.) 


This Italian foods manufacturer bought 
TPA's Stage Seven for 26 weeks. 
Starting dates and markets are: Portland, 
Ore., May 9; Boston, May 11; New Haven, 
May 12; Springfield, Mass., May 20; 

and in New York on WPIX, June 4 and 
WABD, June 7. More action is expected, 
either more film buys or announcement 
schedules or both. Russ Young 

is the timebuyer. 


CLAIROL, INC. 
(Foote, Cone & Belding, Inc., N. Y.) 


As indicated in ry! Spot Report the 
company bought a film series, 

The roe Clooney Show, an MCA-TV 
Film series. Placement is set in New York, 
eee Chicago and Detroit and 
will probably also take place in Baltimore, 
Boston, Cleveland and Washington. 

Arthur Pardoll, director of broadcast 
media, is the timebuyer. 


COMMERCIAL SOLVENTS CORP. 
(Fuller & Smith & Ross, Inc., N. Y.) 


Comes fall, Commercial Solvents can be 
counted on for a Beary, sect effort for its 
NORWAY and PEAK I-FREEZE 

roducts. Last year the company placed 

*s and 20’s in about 80 markets, 

mostly in A times. Local distributors carry 
a lot of weight with the company and 
can bring pressure for tv spot business. 
Bernard G. Rasmussen is the timebuyer. 


CONTINENTAL BAKING CO. 


(Ted Bates & Co., Inc., N. Y.) 


Spot schedules are being set up in several 
markets as part of the campaign to 
introduce PROFILE BREAD. These are 
in addition to the company’s existing 
placements. Bob Graf and George Detelj 
are the timebuyers: 


CONTINENTAL BAKING CO. 
(Ted Bates & Co., Inc., N. Y.) 


The company is now sponsoring CBS 

Television Film Sales’ Annie Oakley series 

in 73 markets. It is renewing its 

alternating week sponsorship of the 

program ‘in these same markets for two 

— (see CARNATION CO. above) 
ginning January, 1957. 





CORN PRODUCTS REFINING CO. 
(C. L. Miller Co., N. Y.) 


In addition to giving LINIT and NIAGRA, 
laundry starches, a play on its NBC-TV 
show, een for a Day, the company is 
placing announcement schedules for these 
—— in metropolitan markets 
hroughout the country. Robert L. 
Hamilton, vice president and media 
director, is the contact. 


HELENE CURTIS INDUSTRIES, INC. 
(Weiss & Geller, Inc., Chicago) 


For KING’S MEN TOILETRIES the 
company is testing in several markets. This 
is a tv first for these products and if 
results warrant the ——- will be 
extended. Nora Marcus the timebuyer. 


E. I. DU PONT DE NEMOURS & 


” . 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


Using staggered starting dates the company 
has spot schedules on 60 stations in 41 
markets throughout the country for its 
NEW CAR WAX. Also, for its paints 

Du Pont has schedules on 18 stations in 

14 markets, mostly in midwest. 

Trow Elliman is the timebuyer. 


(Continued on page 96) 
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Spot (Continued from page 94) 
EFFANBEE DOLL CO. 


(Monroe Greenthal Co., Inc., N. Y.) 


Company plans to promote its DYDEE 

via a 13-week spot campaign in the 
fall. It will use —.~ minute participations 
in children’s shows in New York, 
Philadelphia, Chicago, Los Angeles and one 
other major market to be selected. 
Harvey hulman, tv-radio director, is 
the timebuyer. 


THE ENGLANDER CO., INC. 
(North Advertising, Inc., Chicago) 
Fg aanney takes over the account July 1. 

reliminary planning stages, 
Richard 


age, media director, 
is the contact. 


EXQUISITE FORM 


(Grey Advertising Agency, Inc., N. Y.) 


Is in the process of forming its tv plans 
for the fall. May use network participation, 
spot or both. Phil Branch is the timebuyer. 





Yi ~ Se: cS 
Julia T. Lucas is a timebuyer at Prod- 
Y., on Marlowe 


uct Services, Inc., N. 


Chemical. 


FAIRMONT FOODS, INC. 
(Allen & Reynolds, Inc., Omaha) 
Although plans are still in the very 





backing it completely. 





constant series of contests going. 


The first one was simply a theatre party, with children required to 
have a Pepsi bottle top for admission and with a grand prize going to 
the child who had the greatest number. 


Pepsi Children’s Program 


An eminently successful combination of children’s programming and 
soft-drink advertising (TV AGE, May, 1956) is For Kids Only, carried on 
WBRZ Baton Rouge. The program, seen Monday through Saturday from 
5 to 5:30 p.m., is sponsored by Pepsi-Cola. 

The show started on wWBRz’s first full day of broadcasting, with Pepsi 
first taking it for various trial periods, using it for spot tests and now 


The format is relatively simple. Mistress of ceremonies Helen Kelly 
invites a studio audience of between 35 and 40 children each day. (Seats 
are currently booked for a year in advance.) Miss Kelly and her side-kick, 
Breezy the Clown, interview on camera just about every child (because 
children like to feel important, enjoy being treated as adults). 
while the audience sips Pepsi-Colas, the story line about circus characters 
unfolds. And, to give the youngsters — both at home and in the studio — 
a sense of active participation and competition, For Kids Only keeps a 


Then, 





Results: the local Paramount 


Theatre was jammed to its balconies and spilled part of the crowd out 


and designed for soft sell. 
drink, 


program. 


had been submitted. 


keg “ 


like “wonderful, 


in Natchez, Miss., up 31 per cent; 
Baton Rouge, up 108 per cent; 
Crowley, La., up 163 per cent. 





onto the street, and one avid-bottle-top collector copped the prize by 
bringing in some 2,600 caps. That’s when Pepsi assumed full sponsorship. 

The commercials, too, are unaffected. The program opens with a one- 
minute Polly Bergen film and closes with another 20-second filmed spot. 
Other advertisements are worked in ad lib, fitted into the show’s continuity 
Yet, since every guest gets a bottle of the soft 
viewers can see product-demonstrations throughout the entire 


When Pepsi signed as full-time sponsor at the start of the year, a two- 
month contest was held. One entry blank was available with every six- 
bottle carton of Pepsi, and the prizes were six Thunderbird Junior 
peddle-cars. Two weeks before the contest’s end, more than 80,000 entries 


In Atlanta, Ga., Pepsi’s regional manager Richard Petrie uses phrases 
done so much good” 
about the program’s pull. And not without reason. At the end of February, 
for instance, sales increases were reported by district bottlers as follows: 
in McComb, La., up 45 per cent; in 
in Franklin, La., up 142 per cent, and in 


and “guiding genius” in talking 
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early stages, this company is a good 
ewe ow Bie for spot. Right now the thinking 

eans toward the use of saturation ID's. 
Milton J. Stephen, partner and tv-radio 
director, is the contact. 


FALSTAFF BREWING CO. 
(Dancer-Fitzgerald-Sample, N. Y.) 


This beer company is not renewing its 
sponsorship of MCA-TV Film Syndication's 
City Detective and Screen Gems’ Celebrity 
he gee ge (see June, 1955 Spot Report), 

both of which are expiring at the end of 
1956. At present ey an is to use in 

some 70 markets MCA-TV’'s State Trooper 
series. At press time no replacement 

has been made for timebuyer, Jim Neville, 
who has been promoted. 


FLORIDA CITRUS COMMISSION 
(Benton & Bowles, Inc., N. Y.) 


A summer campaign will be carried on in 
about 65 markets by the commission. 
Frank Carvell is the timebuyer. 


FLOTILL PRODUCTS, INC. 


(Weiner, Ohleyer, Reynolds & Baker, 
San Francisco) 


Agency has taken over this account from 
Biow. Company has plans for a oe 
advertising campaign for its TASTI-DIET 
LOW CALORIE FOODS (see April Spot 
Report). Harold J. Grainger, who was on 
this account at Biow, has been made a 

v.p. and account supervisor at W.O.R. & B. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


A concentrated four-week spot campaign 
for La GRAPE-NUTS FLAKES and 
POST SUGAR CRISP in major markets 
has been set up for this summer. Tom 
Mahan is the timebuyer. 


GOETZ BREWING CoO. 

(Compton Advertising Inc., N. Y.) 
Contrary to rumors there has been no 
move of this account to Compton’s 
Chicago office. New York is still making 
the placements. Campaign is now going 
on in midwest (see May Spot Report) 

and in Virginia, North and South Carolina, 
Tennessee and Texas. Hal Davis 

is the timebuyer. 


GOLDEN GIFT, INC. 
Pa. Farrell, Chesley & Clifford, 
) 


iv. 


Agency has just taken over this citrus 
juice and fruit packing account. Plans 
are now being made and should be 
ready before the hot weather sets in: 
Jack B. Peters, vice president and 
media director, is the contact. 


GREAT NORTHERN RAILWAY CO. 
(Campbell-Mithun, Inc., Minneapolis) 


This railroad is extending its present spot 
schedules, buying ID’s. Wherever it can 
in the present lineup it is switching 
minutes to nighttime ID's. Hale Byers 
is the timebuyer. 


DR. HESS & CLARK, INC. 


(Klau-Van Pietersom-Dunlap, Inc., 
Milwaukee) 


For its seed additive the company is testing 
via spot in a few southern markets with 
daytime participations in farm shows. 
Dolores Hickey is the timebuyer. 


HUDSON PULP & PAPER CORP. 
(Norman, Craig & Kummel, Inc., N. Y.) 


With its new agency comes renewed spot 
activity. Hudson now has ID’s on 14 

stations but will get started in a number 

of new markets within next five weeks, 
using mainly daytime breaks. These 
schedules will run for rest of the year. 
Reggie Schuebel, vice president, is handling 











INTERNATIONAL SHOE CO. 
(D’Arcy Advertising Agency, St. Louis) 


The Friedman-Shelby Branch of Inter- 
national, for RED GOOSE Shoes, is 
— ping for tv buys. There is no pre-set 
pelerense, if a buy comes along that 
Urrikes right 4 will be taken. However, 
the company has been looking at feature 
films with the Maee of full sponsorship. 
John I. Hyatt is the timebuyer. 


JAVAR COFFEE 
(Paul Venze & Associates, Baltimore) 


The company is now in a few markets 
and will expand to around 10 
markets. Nighttime announcements are 
being used. Charles Weigher, 
media director, is the contact. 


GASTON JOHNSTON CORP. 
(Direct) 


This company which is located in 

Long Island Cit a oie NO-ROACH, 
NO-FLYS and AMPOO is taking 
first steps Fab» as tv plans. 

It has, as yet, not gone ond the 
inquiry stage. Miss Joan Feiering, 
advertising manager, is the contact. 


KAISER ALUMINUM & CHEMICAL 
CORP. 


(Young & Rubicam, Inc., San Fran- 
cisco) 


There is activity from this company in 
Minneapolis and other markets. James R. 
McManus, media buyer, is the contact. 


KRAFT FOODS Co. 
(Needham, Louis & Brorby, Inc., Chi- 
cago) 


Test spots for Kraft’s new jams and jellies 
are being used in Cleveland and some 
eastern markets. As distribution picks up 
spot will be added together with newspaper 
and outdoor ads. Don De Carlo is the 
timebuyer. 


LADY ESTHER 
(Dancer-Fitzgerald-Sample, Chicago) 


The company is planning a heavy national 
advertising campaign which will start 

in June and run through November 

to promote SHEER FLATTERY, a new 
face make- a bs wea Herre newspapers and 
spot tv will C. Pick, 
media director, is the comtack. 


C. C. LANG & SON, INC. 
(Marcus E. Smith, Baltimore) 


The campaign for REAL-KOOL fruit bever- 
ages, mentioned in May Spot Report, is 
now in 15 southern ae my This is part 
of a large national ron = _ media. 
The tv promotion is aimed at 

younger set. Marcus Smith, 4. Fay 

is the contact. 


LEVER BROS. CO. 


Company’s DOVE a is still making 
moves toward national coverage. Ann 
Janowicz is the timebuyer. 


LEVER BROS. CO. 
(Not announced) 


Another big hot spot battle will take place 
on the cleanser front. Lever is soon to 
come out with a cleanser aimed at P&G's 
COMET (see March —_ ng The 
name of the Lever cleanser not yet 
known, nor is the oamcy mE But 
BBDO (which is handling Lever’s WISK) 
is reported to be involved with a secret 
Lever product called PRODUCT X. In 
any case, when and if the new cleanser 
comes on the market, it will mean stepped 
up spot activity. 


THOMAS J. LIPTON, INC. 
(Young & Rubicam, Inc., N. Y.) 


The schedules for LIPTON’S ICED 

will start in the south June 4 and in 

the north June 18. Chainbreaks and minutes 
in some markets, ID’s in other markets. 
Thomas M. Comerford is the timebuyer. 


LOWELL TOY MASTER BRANDS 


(Atlantic Advertising Co., N. Y.) (Batten, Barton, Durstine & Osborn, 

Company makes games based on tv shows. Ine., Minneapolis) 

= the aa 3 a = oS Tests on the west coast have been started 

ater a William Silverstein for TRIM CANDY BAR, using mostly 

media director. is the timebuyer ° daytime announcements but also some 
yer. night spots. William Conners is the 

timebuyer. 

MANHATTAN SOAP CO. 

(Scheideler & Beck, Inc., N. Y.) MILES LABORATORIES, INC. 

A campaign fur POGEEN, 9, Goesecant, (Geoffrey Wade Advertising, Chicago) 

will probably e : 

summer months. Right now the company sries for its BACTINE. an antiseptic 

campai for its shampoo and hand Dave Williams is the timebuyer 


— that will end in June. snes also 
might be more activity on th 


products soon thereafter. Sally Reynolds MINUTE MAID C eg 
Is the timebuyer. (Ted Bates & Co., Inc., N. Y.) 
5 ae goow pene Seviton es tie- ~~ ith 
the e Cu ompany in a big dual 
MARLOWE CHEMICAL co. ne. In the spot tv end of it, there 
(Product Services, Inc., N. Y.) w ill be Snow Crop schedules in major 
marke uring the summer months. 
Cais in mattion started Bil aign a national Frank Thompson is the timebuyer. 


announcements are oh a , 
Julia Lucas is the timebuyer. (Continued on page 98) 








@ 15 OF THE TOP FIFTEEN ONCE A WEEK SHOWS! 
@ 8 OF THE TOP TEN MULTI-WEEKLY SHOWS! 





| WTOC-TV LEADS 
| BOTT 164% creater share of audience than Sta- 


tion B and WTOC-TV has 66% of the total audience! 


PY AES 0) Me 39% greater share of viewers watch WTOC- 


TV than Savannah’s other station — 57% of the total audience! 


| MECH ie 54% creater share of viewers than Station 


B and 60% of the total evening audience! 


SATURDAY. SUNDAY 


Saturday morning WTOC-TV delivers 255% greater share 
and 44% greater share of audience in the afternoon, 152% more 
at night than Station B. Sunday from 1:00 P.M. to 6:00 P.M. 
WTOC-TV delivers 73% greater share of audience and 152% 
greater audience Sunday Night! 


WTOC — AM - FM - TV 


Represented by Avery Knodel, Inc. 
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Spot (Continued from page 97) 


PHILCO CORP. 
(Hutchins Advertising Co., Inc., N. Y.) 


While other media plans to introduce 
Philco’s home laun ry uipment are all 
set, tv spot is still in the Prmative stage. 
It seems certain, however that whatever 
spot will be used will be co-op. The company 
is spending some $4.5 million for coverage 
of both political conventions on ABC-TV 
and is not disposed to allot any more 
money to tv. But it does have filmed 
spots of all lengths which it will make 
available to its distributors and dealers. 
5 these co-op placements will be 
handl locally in most cases, the agency 
in New York will advise and assist. James 
B. Barton, vice president in New York, 
is the contact. 


PILLSBURY MILLS, INC. 
(Campbell-Mithun, Inc., Minneapolis) 


In addition to the Obelisk Flour division's 
—— of Flamingo Films’ Grand 
le Opry (see May ~ oe on rt), } 4 
pic 
show in as many as more sane _ 
Pat Brouwer is the timebuyer. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


P&G is expanding its ZEST campaign. The 
latest move is in New England. 
Joseph Fanelli is the timebuyer. 


PROCTER & GAMBLE CO. 
(Dancer-Fitzgerald-Sample, N. Y.) 


Spot is figuring importantly in the 
detergent battle, ay between P&G's 
BIZ and Lever’s WISK. e Lever entry 
got started first (See Spot Report Feb. & 
March) but BIZ is coming on fast, 

now using test spots in Springfield, Mo., 
Evansville and Grand Rapids. ° 

Pat Hawley is the timebuyer. 


PROCTER & GAMBLE CO. 
(Young & Rubicam, Inc., N. Y.) 


The agency has taken over the 

SPIC & SPAN schedules that were 
placed by Biow without any changes 
at this time. New plans are in the 
making, however. William M. “Mac” 
Walker is the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


The BIG TOP PEANUT BUTTER campaign 
is in the yeonem of expanding as mentioned 
in April Spot Report. Robert Liddel 

is the timebuyer. 


THE RATH PACKING CO. 
(Earle Ludgin & Co., Chicago) 
The maker of BLACK HAWK food 
products is considering buying 5-, 10- 
and 15-minute shows in southwest 


markets, mostly in Texas. Marilyn 
Bielefeldt is the timebuyer. 


WM. B. REILY CO., INC. 


(Walker Saussy Advertising Co., New 
Orleans) 


For LUZIANNE INSTANT COFFEE 
some placements have been made in 
southeastern markets. More buys are 
expected. Stanley Starr is the timebuyer. 


R. J. REYNOLDS TOBACCO CO. 
(William Esty Co., Inc., N. Y.) 
SALEM, the company’s new mentholated 
cigarette, is starting to get spo’ 

attention with schedules of daytime ID’s 
in a few markets. More action is expected 
as soon as production picks up. 

Hal Simpson is the timebuyer. 


WM. SCHLUDERBERG- 
T. J. KURDLE CO. 


(VanSant, Dugdale & Co., Inc., 
Baltimore) 


The maker of ESSKAY MEATS is promoting 
its BACONBURGER via a spot 
announcement campaign. Robert V. Walsh, 
tv-radio director, is the timebuyer. 
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SIMONIZ CO. 


(Sullivan, Stauffer, Colwell & Bayles, 
Ine., N. Y.) 


As predicted in B Pearvery Set Report, 
oouany will be 4 eavy national 
campaign on & 21, g early morning 
minutes. Simoniz many of the 
same markets fe by Du Pont 

for its NEW CAR WAX. 

Jean Carroll is the timebuyer. 


SOCONY MOBIL OIL CO., INC. 
(Compton Advertising, Inc., N. Y.) 
As mentioned in May Spot Report, 


Socony has gotten underway with its 
spot activity and is now running 


announcements in northeastern and 
midwestern markets. Hal Davis is the 
timebuyer. 


SOLARINE COMPANY 
(Courtland D. Ferguson, Inc., 
Washington) 


This manufacturer of furniture ond 
silver polishes is busy placing 
announcements in selected mar 7. 
Nan Hannum is the timebuyer. 


SWIFT & CO. 


(McCann-Erickson, Inc., Chicago) 


For its ICE CREAM Swift is buying 
annou ts and program in its plant 





Personals 


Newly-named media supervisor of L&aM 
cigarettes at Dancer-Fitzgerald-Sample 
Inc., New York, is Jim Clinton, foremerty at 
William Esty Co. 


Sullivan, Stauffer, Colwell & Bayles Inc., 
New York, has named timebuyer 

Daniel Hirsch to handle the newly-acquired 
Gunther Brewing Co. account. 


Schoenfeld, timebuyer at McCann- 
ne ckson Inc., New York, for Esso Standard 
Oil Co., Flit, Pertussin, Dorothy Gra: rey ond 
Lehn & Fink. He succeeded Frances etlhuys 
who resigned. 


What happens when an agenc RF in pe top 
20 bracket suddenly closes its 

Here is what is happening to some re the 
timebuying and media people: (Biow, 
which closes shop June 30, billed 
million in broadcast media in 1955, most of 
which was tv.) 

John Kucera, Vigo promiient in charge of 
media, went to T & Co., New York, 
as media supervisor. 

at Bates is Nat Gayster 

and Don Severn. Mr. = god is Smaburing 
for Whitehall Pharmacal Co., essentially 
the same thing he did at Biow. Mr. Severn, 
station relations at Biow, is manager of 
media relations at Bates. Ethel ogy =e 
timebuyer for Spic & Span at Biow, 

going (in August) to Compton , | 
Inc. to handle a Procter & Gamble 

account. Ken Kearns, who also bought time 
for Spic & Span, will join Grey Advertising 
Agency Inc. to handle a P&G product. 

In the movement of clients from Biow, 
Grey acquired P&G's Lilt and Shasta. 
Leonard Tarcher, timebuyer for Benrus, 

is going to Lennen & Newell Inc., New York, 
along with the account. In other shifts 

of products, Spic & Span has gone to 
Young & Rubicam Inc., New York. William 
(Mac) Walker is the timebuyer. Hudson 
Pulp & Paper Co. has been acquired by 
Norman, Craig & Kummel Inc., New York, 
with Reggie Schuebel, vice president, 
handling. P&G's Fluffo is going to Tatham- 
Laird Inc., Chicago, and The glander 
Co. to North Advertising Inc., New York. 


The George H. Hartman Co. is transferring 
John D. Berg from its Chicago headquarters 
to mares: ton the — offices 
New Yo Lexington Ave.; Murray Hill 
9-8637) . ) Roe Hartman's clients are 

i-Cola Bottling Co., Chicago; Mystik 

esive Products; Hekman iscuit ©o.; 
Saw a Co.; Hartz Mountain 

ucts. 


Edgar Scherick, formerly associate media 
director at Dancer-Fitzgerald-Sample 
Inc., New York, has been appointed sports 
specialist at CBS Tv Network sales. He is 
in charge of handling sales of all network 
sports telecasts and at present is working 
on the pro-football lineup. At D-F-S, 

Mr. Scherick bought time for Falstaff 
Brewing Co. Most recently he was sports 
director of the agency. He has been 
succeeded by James Neville, who will 
function as assistant to J. James Neale, vice 
president in charge of tv-radio. 


John ‘ Osterstock Jr., advertising manager 
of R. J. Mealey Corp. (displays 
manufacturer), San Francisco, joins Erwin, 
Wasey & Co., Los Angeles as timebuyer. 


The Army has claimed Herbert (Burt) 
Upson, timebuyer at Compton Advertising 
Inc., New York, who has taken a leave 

of absence due to a military commitment. 


Louise Crocker, media director at 

W. B. Doner & Co., Baltimore, has joined 

Applestein, Levinstein & Golnick Advertising 

Agency Inc. there in similar =. At 
mer, Miss Crocker was special supervisor 

for National Bohemian beer. 


cities for the summer months. Esther 
Anderson is the timebuyer. 


SWIFT & CO. 
(McCann-Erickson, Inc., Chicago) 


Swift has once more become very active 
OZEN MEATS, buying both 
ht announcements as ote as 
soon as company se 
Bistribution in a new area it gets going 
on spot placement. Esther Anderson is 
the timebuyer. 


TRIX-STIX, INC. 
(Monroe Greenthal Co., Inc., N. Y.) 


For its plastic toys the company intends 
to go into six or seven major markets in 
the fall with live minute 2 participations 

in children’s slows. Mg ed Schulman, 
tv-radio director, is the timebuyer. 


TEXAS STATE OPTICAL 
(Ruthrauf & Ryan, Inc., Houston) 


This optical firm is using six half-hour 

film shows in several Texas markets 

on 26- and 52-week schedules. The series 
are: ABC Film's Racket Squad, 

NBC Film's Great Gildersleeve, 

, Screen Gems’ 
All Star yah UM&M’s Sherlock Holmes 
and Ziv’s I Led Three Lives. Ted Keady 

is account supervisor, Mary Kay Mansell 

is the timebuyer. 


URANA, INC. 
(Riedl and Freede, Inc., Clifton, N. J.) 
The maker of SCOTCH RAZOR BLADES 


feature films. Ro d 
in firm's New York office, is the timebuyer. 


WAXED PAPER MERCHANDISING 
COUNCIL. INC. 
(Ruthrauff & Ryan, Inc., Chicago) 


Spot schedules are included in the 
Council's most extensive advertising 
campaign in its ny | but it is awaiting 
final approval before it gets underway. 
pons ay a ky ge magazine 
oupem & as begun. 

Holly Shively is the timebuyer. 


WHITE KING SOAP CO. 
(Erwin, Wasey & Co., Ltd., L. A.) 


Spot will be used to help promote White 
King’s “Name the House Contest” which 
it used very successfull ly last year. 
Schedules will be placed in all major 
markets in 11 western states to plug the 
weekly contests starting May 27 and 
running for six weeks. Muriel Bullis 

is the timebuyer. 


J. B. WILLIAMS CO. 
(J. Walter Thompson Co., N. Y.) 


Spot schedules are now being bought 
in <1 10 markets for HOMOGENIZED 
KREML in a campaign that is slated 
to run to the end of the year. 

Gordon Dewart is the timebuyer. 


THE WINFIELD-BROOKS CO., INC. 
(Reilly, Brown & Tappley, Inc., Boston) 
In July the company will start a # 


million advertising campaign for its TM-4 
WASH-AWAY PAINT REMO 

News! papers, trade publications as well as 
spot will be u: Isabel T. Carolan, 


media “director, is the timebuyer. 
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ESPECIALLY WHEN THEY’RE 


Nissi cm dell Mae Nila ta) Vem ABSOLUTE RATING 





LEADERSHIP IN EVERY 


And in the Portland, Oregon Market PORTLAND 
KOIN-TV delivers AUDIENCE SURVEY— 


52.8% Share of Audience 


OAs Me AL MERE LANE 1scuror Top 15 Weekly Shows 


@ 9of Top 10 Mon.-thru-Fri. Shows. 


of any other station! (ARB, Portland, February 1956) 





HIGHEST 
TOWER 


MAXIMUM 
POWER 


Channel 6= Portland, Oregon 





EVEN GREATER LEADERSHIP OUTSIDE PORTLAND 
Check this Salem, Oregon 1956 ARB Metropolitan Area Report— 
Oregon's third-largest population center, Salem is the state 
capitol and located some 45 air-line miles from Portland. 

@ All three Portland stations are received almost equally well. 
@ But which channel does Salem watch most? 


86% watch KOIN-TV most before 6:00 p. m. 
86% watch KOIN-TV most after 6:00 p. m. 


e@ MORE PROOF KOIN-TV IS YOUR BEST BUY IN THE OREGON MARKET 


THE BIG 
MR. SIX 
IN THE WEST 


Represented Nationally by CBS Television Spot Sales 
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Waco’s only TV Station delivers 35% more 
Audience—where it counts—in Waco 


Plus Bonus Audience in Surrounding Small Towns 


° 
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TEMPLE 
Latest Pulse Survey t 
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64 


60 
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Station B 


36 


38 


41 
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* All other stations, including “The fall tower” stations got 1% of the audience — "'I said 1%”. 


* February, 1956 
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Represented by: John E. Pearson Co. 


VHF 10 


M. WN. Bostick 
V.P. & Gen. Mar. 


























Wall Street Report 


Tv Film Market. The great potential 
of television as a market for filmed 
shows played heavily on the minds of 
Wall Street investors and bankers in 
the past month as several “big deals” 
simmered in the financial community. 

They all revolved around the “hid- 
den” or “understated” values of the 
huge film libraries which the Holly- 
wood producers have accumulated over 
the years. There are nine important 
film producing corporations in Holly- 
wood and their libraries have been 
eyed with avarice by television inter- 
ests since the advent of the big eye in 
the living room. The question upper- 
most was how they should be released 
so that the greatest amount of revenue 
could be gleaned by the Hollywood 
maker and yet on terms that would be 
profitable to the tv industry. Stock- 
holders of both the film companies and 
the tv firms eyed the pros and cons 
with fascination. 

Slowly the problem has been resolv- 
ing itself. Initially the film libraries 
of the small independents and _ the 
smaller of the Big Nine were released. 
Allied Artists (formerly Monogram) 
and Republic Pictures put their films 
into tv distribution. Some of the ma- 
jors, Paramount, 20th Century-Fox and 
Columbia sold their “B” films or those 
films in which they had only a partial 
interest. Then Howard Hughes sold 
control of RKO Radio Pictures to Gen- 
eral Teleradio and the 740-film library 
was immediately resold to C&C Tele- 
vision Corp. for $15 million. Columbia 
Pictures announced it would release 
104 of its feature films to tv annually 
through its subsidiary Screen Gems. 


Many Rumors. From that point on 
all sorts of rumors swept through the 
tv and film trade as to what would 
happen to libraries owned by M-G-M, 
Warner Bros., Paramount and 20th 
Century-Fox. Suddenly it was an- 
nounced the Warner inventory of 750 
films would be sold to P.R.M., Inc.., 
a shell corporation that survived after 
A Canadian 
financial personality, Lou Chesler, is 


its assets had been sold. 


the dominant figure in P.R.M. and he 
offered $21 
backlog. But the disclosure that the 


million for the Warner 


Warner backlog was ready for tv use 
was still ringing in investors’ ears when 
it was learned that Mr. Chesler was 
negotiating for the M-G-M library, at 
a figure of about $50 million. 

The M-G-M library of 800 or so 
films was to be purchased by Ridge- 
way Corp., another shell corporation 
listed on the New York Stock Ex- 
change. It had once been known as 
Campbell, Wyant & Cannon Foundry, 
Inc. Pressed Metals is an affiliate of 
Ridgeway by virtue of the fact that it 
owns 20 per cent of the Ridgeway com- 
mon and shares some of the same of- 
ficers and directors. 

Nor are these two ventures the only 
ones in Mr. Chesler’s excursion into 
the tv film industry. Shortly after C&C 
Television acquired the RKO library 
Mr. Chesler made overtures to Matty 
Fox, C&C tv president, with the aim 
of possibly buying those films, too. 
Also, while the M-G-M 


were underway Mr. Chesler’s group 


negotiations 


was already initiating discussions with 


Paramount Pictures. In short the 
Chesler group has been making one 
grand play to acquire virtually all the 
important film libraries available for 
tv distribution and of course the- 


atrical distribution rights overseas. 


Condition in Sale. To date Mr. Ches- 
ler has scored one triumph and that 
may be short lived. He did obtain a 
“memorandum of sale” on the Warner 
library. However there’s an all-impor- 
tant condition in the Warner sale. The 
Internal Revenue service must rule the 
sale of the films represents a transac- 
tion subject only to the capital gains 
tax of 25 per cent, not the regular 
corporate tax on income. Moreover 
this ruling must be made by early 
June. However, control of the Warner 
Bros. Picture Corp. has moved into 
new hands. Serge Semenenko, senior 
vice-president of the First National 
Bank of Boston headed a group that 
purchased control of the company by 


(Continued on page 102) 
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Wall St. (Continued from page 101) 


acquiring the Warner family stock. 
Thus, if the I.R.S. has not given a 
ruling on the sale to Mr. Chesler this 
month it will be up to Mr. Semenenko 
to decide if he wishes to go along with 
the sale authorized by the previous 
management and consent to an exten- 
sion of the time for a favorable I.R.S. 
ruling or refuse to go along and cause 
the films to revert to Warner owner- 
ship. 

In the other Chesler ventures into 
the tv film business it looks as if the 
big play is lost. It’s unlikely that 
MGM will sell its library, reissue, 
remake and foreign run rights in one 
package. 20th Century-Fox reached 
agreement with National Telefilm Asso- 
ciates by which it will rent its films for 
tv showing on extremely favorable 
terms. NTA pays 20th Century a mini- 
mum guarantee of $45,000 per film 
and agrees to split the take when rev- 
enue tops $75,000 for a film after 
distribution costs have been charged 
off. This agreement covers a ten-year 
period and is spoken of as a “con- 
tinuing” relationship which indicates 
that if NTA is successful in merchan- 
dising the first 20th package of 52 
films other NTA deals might be forth- 
coming in conjunction with 20th 
Century. 

But another importance of 20th’s 
announcement is the impact it has on 
the rest of the film industry. Since all 
control of the films remains with 20th 
Century it is considered by most movie 
men to be more desirable than the one 
proposed by Mr. Chesler. 20th Cen- 
tury can have its cake and eat it, too. 
Under Mr. Chesler’s proposal the film 
company gets one large piece of cake 
but the future thereafter is uncertain. 
For Mr. Chesler is free to sell those 
films not only to the U.S. tv market 
but also to the theatre owners overseas 
— the market where the film industry 
receives 55 per cent of its income these 
days. 


Sees Toll in Future. The film in- 
dustry is still convinced that sooner 
or later it will get a shot at toll tele- 
vision —if not in the United States 
then in some foreign market. And 
these inventories, now worth $25 to $50 
million may bring in $250 million — 
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perhaps more. 

The potential that television has 
brought to the stockholders of the film 
corporations is more than enough to 
offset the suffering it may have caused 
them when it began keeping patrons 
out of the theatre. Let’s take a look at 
the mathematics of just one case. The 
offer of $50 million for the MGM 
library. A price of $50 million means 
a net of $37,500,000 to Loew’s, the 
parent company. To earn a net in- 
come like that on these films under 
ordinary circumstances Loew’s would 
have to have them gross about $150 
million — which they might do as old 
films on a reissue basis over a five-year 
period. But Loew’s, if it turns down 
this offer, as is expected, thinks its 
films and their potential will do even 
better than that. That would indicate 
that film company’s shareholder stands 
to see a great deal of earning power 
added to his investment because of the 
great tv demand for his product. 

Mr. Chesler, in making his bid for 
these films, indicated that he believed 
television would devour Hollywood’s 
library of 5,000 films in the course of 
one year or two. Arthur Loew, presi- 
dent of Loew’s, thinks tv might take 
over 3,000 films annually. If either of 
these gentlemen are anywhere near the 
mark then television has barely begun 
to make its impact on the film industry. 


The RKO Library. Meanwhile, let’s 
take a look at the fate of the first 
library released by the Hollywood 
vaults. Mr. Fox is beaming proudly 
these days claiming that he has vir- 
tually completed enough transactions 
to cover the cost of his purchase of the 
RKO library. He claims that stations 
in almost 60 per cent of the nation’s 
tv markets have signed up to show his 
films; that he’s already got commit- 
ments assuring him of $6 million in 
cash and that his unique agreement 
with the International Latex Corp. pro- 
tects him on the remainder of the deal. 

The arrangement that Mr. Fox nego- 
tiated with International Latex is in- 
deed unusual. When he sought to buy 
the RKO films Mr. Fox needed cash. 
One of his first sources of cash was 
Serge Semenenko, the same man who 
later bought control of Warner Bros. 
But Mr. Fox also arranged an unusual 
deal with International Latex Corp., a 





subsidiary of Stanley Warner Corp., 
a theatre chain. 

Under terms of his agreement with 
International Latex Mr. Fox agreed to 
sell that maker of women’s girdles and 
various other accessories spot time on 
tv stations across the country. Those 
stations must be in the nation’s 100 
key markets. Then Mr. Fox went out 
to sell the stations. His pitch was 
simple. He offered them the right to 
play his RKO film library as often as 
they wanted on schedules of their own 
choosing. In short he sold the station 
complete rights to the films, prints and 
all. All he demanded in return was 
payment in spot time and cash. Mr. 
Fox claims that many stations were 
delighted to make such an arrangement 
— especially since the spot time they 
gave up would be used by a new tv 
advertiser — International Latex. 

Thus the power of spot time on tele- 
vision became the key factor in buying 
and selling the whole RKO library. 
Moreover, Mr. Fox obtained a per- 
centage arrangement by which the C&C 
Tv Corp., shares in the profits of Inter- 
national Latex once the volume goes 
beyond a certain fixed figure. The 
arrangement is a unique one that will 
be watched closely by all segments of 
industry. 


High-Low Last 
Stock 1955-56 Quote* 
ABC-UPT 32%4- 2456 30% 
ADMIRAL . 221%- 18% 18% 
AVCO 7%- 5% 5% 
CBS 283g- 23% 2444 
DU MONT LABS 10 - 6% 6% 
EMERSON 13%4- 10 10 
GENERAL ELECTRIC 65 - 52% 57% 
HOFFMAN 25%4- 21% 22% 
MAGNAVOX 41 -3# 37 
MOTOROLA 51%- 43% 43% 
PHILCO 36%4- 25% 25% 
RCA 50%%- 414% 42% 
RAYTHEON 19%- 15% 15% 
STORER 26%4- 22% 25% 
SYLVANIA 55%- 42 52536 
WESTINGHOUSE 65%- 53 53 
ZENITH 1414%4-113% 113% 
Over-the-Counter Stocks 
Bid- Asked} 
CONSOLIDATED TV 18 -18% 
GUILD FILMS 3%- 35 
OFFICIAL FILMS 2 -2% 


* As of the close, May 23, 1956. 
+ As of May 24, 1956. 

















The immortal creation of James 
Whitcomb Riley’s famous verse still 
lingers in the legends of Indiana 
and of the nation. The Hoosier-born 
poet was reflective of an era and a 
wholesome slice of Americana. The 
nation took James Whitcomb Riley 
to its hearts and its textbooks. For 
what are Indiana’s leading tastes 
are also America’s. 








LITTLE 
ORPHAN ANNIE 
LIVES HERE 


% 


¢ 
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So it is in television. Indiana is a 
center slice of the United States 
and Muncie, located at the heart of 
that center, is America’s great Mid- 
dletown—the most logical test mar- 
ket for your next test campaign. 
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DOMINANT 


KGLO-TV 


is first in audience in the rich 
Mason City-Albert Lea-Austin 


area. 


ARB proves KGLO-TV audi- 
ence dominates the area 
with... 
20 out of the top 20 once- 
a-week shows. 7 out of 
the top 10 multi-weekly 
shows. 





Ask Weed Television to show you 
all the facts about one of the 
nation’s most prosperous farm- 
urban areas. 


FULL POWER 
100,000 watts 


MASON CITY 
ALBERT LEA 
AUSTIN 


KGLO-TV 


CHANNEL 3 CBS 


LEE RADIO, INCORPORATED 
Re ted by WEED TELEVISION 


AREA 





W BNS- TV (Cont'd from page 51) 


how the city of Columbus had carried 
forth the ideals and goals of its name- 
sake. Both live and film segments were 
used, with announcer Chet Long as 
narrator and music by the Capital 
University choir. 

The audience response was imme- 
diate. Viewers sent many wires and 
letters of congratulations. Subsequent 
rating figures showed the program 
dominated the local audience, outdraw- 
ing even the network show it had re- 
placed. Later, the program won the 
George Washington Honor Medal from 
the Freedoms Foundation at Valley 
Forge. But best of all was an un- 
solicited ad placed in the next day’s 
newspaper by a department store to 
congratulate the station for a “brilliant 
performance.” 


Christmas Program 


The second program, called Christ- 
mas Wish, told the story of two small 
children who tried to their 
Christmas wish come true. It was nar- 


make 


rated by the station’s “Aunt Fran,” 
who conducts a Monday-thru-Friday 
half-hour program for pre-school 
youngsters. An original score was 
written by production supervisor John 
Haldi, and film segments shot in local 
department stores backed up the con- 
tinuity. Most listeners wanted to see 
the show again, like Rose and Jim 
Snyder who wrote: “We are two chil- 
dren (in our fifties) and haven’t had 
as much fun in years as we did tonight 
watching Christmas Wish.” 

The third telementary, aired in Feb- 
ruary of last year, was given in co- 
operation with the Ohio Heart Assn. 
to depict the need for community con- 
tributions. An all-live show that coun- 
terbalanced lessons on heart care with 
musical entertainment, this program 
was called Heartbeats. WBNS-TV used 
as emcees 33 physicians from various 
communities within its range to give 
at-home emphasis to the medical topic. 

The last program of that season was 
the most spectacular. It opened with 
the arrival of The Man from Mars 
(the program’s title) at the Columbus 
airport. The filmed sequence showed 
him as he was rushed through spot- 
lights and mobs to a waiting limousine 
which speeded him directly to the sta- 


tion. Once there, he was interviewed 
about life on Mars, and, in return to 
his queries about life on Earth, he— 
and the audience—were shown filmed 
sequences on the marvels of modern 
engineering. At the end of the show, 
60 per cent of which was on film, the 
Man from Mars was hurried back to 
the airport with his special police es- 
cort and “flown to Washington.” 
After that program, as after the 
Welles’ 


broadcast on an invasion from Mars, 


now-famous Orson radio 
some telephone callers wanted to know 
if it “was really all true.” Most of 
the audience, however, got the point: 
the telecast had been aired as part of 
the National 


“America Needs Engineers” drive. A 


Advertising Council’s 


total of 31 major civic, business and 
service organizations—from Ohio State 
University to North American Aircraft 
—had collaborated on this one WBNS-TV 
show. 


This season’s first telementary was 
again on Christopher Columbus, aired 
Oct. 10. It was two days ahead of time 
for a very good reason: It gave the 
background story of a gift to Columbus 
from the people of Genoa, Italy, a 
statue of Columbus. In order to get 
the full story, WBNS-TvV had sent a 
three-man crew all the way to Italy 
(Tv AGE, October, 1955) where they 
shot 4,000 feet of film. The coverage 
was combined Oct. 10 with live, in- 
studio interviews of the Italian dele- 
gation that came to America to make 
the presentation. 


Last Christmas, the station offered 
another hour-long program, The Gift 
of Love, adapted for tv by WBNS-TV 
director Richard Thrall from an orig- 
inal Beulah Folmsbee play. The story, 
which dealt with Christmas as wit- 
nessed by a shepherd’s family in 1 B.C., 
included outdoor Ohio scenes that were 
comparable to the Bethlehem locale, 
thus telling the classical story in con- 
temporary terms. 

The station plans two more tele- 
mentaries for the remainder of this 
season, neither of which has been titled, 
as yet. 

It should be made clear that WBNS-TV, 
in spite of its schedule of local spec- 
taculars, has by no means abandoned 
its many other public service responsi- 
bilities. Local interest shows like Tour- 
ing the Town and Columbus Town 








eananesiene 


“Agency men,” explains Dave 
Partridge, national advertising 
and sales promotion manager of 
Westinghouse Broadcasting Co., 
“are mostly artistic, creative 
types who are more given to 
dashing off a sonnet or a quat- 
rain than they are to sweating 
over cold figures — especially 
when the figures represent any- 
thing so crass as money.” 

As a result WBC is distributing 
a gadget intended to do away 
with that most arduous of agency 
chores — figuring out “plus 15 
per cent” costs. The device is 
known as a percentile chart. 

It consists of a 3” x 614” card- 
: board “sandwich,” with a sliding 
: inner section, bearing. cost data, 
: visible through two small win- 
dows in each of the outer sections. 

The left window is labeled “Net 
Price,” the right window “Com- 
missionable Price.” The net price 
figures represent the cost of items 





which an agency buys or pro- 
duces for a client —in a $1.00 
to $100.00 range. Any amount 
can be figured by moving the 
decimal point. The commission- 
able price represents the total 
charge to the client, including 
the agency’s 15 per cent. 

“By providing agency men 
with this percentile chart,” Mr. 
Partridge concludes, “we hope 
we can relieve them of the harsh, 
unpleasant phase of their work 
and free them for still more crea- 
tive thinking.” 








Breas 





their standard 


times and formats. Religious programs 


Meeting still follow 
retain their schedules, too, as do innu- 
merable announcements and _ special 
promotions. 

“‘What the spectacular accomplishes,” 
says program director Reeves, “is the 
heavier task of bringing messages of 
significant organizations who need the 
service into a big-gun barrage. It an- 
swers the need for concerted drives of 
national agencies.” 

This was borne out by the president 
of the Central Ohio Heart Assn. who 
reported that, because of tv's help, 


“Donors were ready with their con- 
tributions when our volunteers knocked 
at their doors.” 

The ingenuity of the program de- 
partment doesn’t stop at telementaries, 
however. It persists in the face of com- 
peting programs and, in fact, insists 
on meeting —if not bettering — op- 
position. 

Mr. Reeves believes the art of pro- 
gramming is not merely finding the 
right show for the right slot; it is doing 
so “with an awareness of audience 
After that, he con- 
tinues, “It is then wise to establish 


composition.” 
the program by protecting it with 
That’s exactly 
what WBNS-Tv did in meeting a nation- 
ally celebrated, children’s program car- 


strong adjacencies.” 


ried by an opposing outlet. 

When that show came to Columbus 
at 5 p.m., it posed a serious challenge 
to WBNS-TV’s Western Round-Up, which, 
while it consistently ranked in the top 
10 multi-weekly shows and had en- 
rolled some 25,000 children as “part- 
ners,” was nevertheless in its fifth 
season. Rather than succumb and hope 
for second best, WBNS-TV noted the 
great need for children’s shows all the 
way from 4 p.m. to 6 p.m. and came 
up with a defense. Channel 10 opened 
its children’s block at 4 p.m. with Aunt 
Fran and her Playmates, described as 
“a 30-minute charmer which always 
captures a hearty audience.” This show 
is targeted at children ranging from 
pre-school age to 7 years and is the 
basis for the accumulative audience. 

Next, a new program was concocted 
for the 4:30-5 p.m. slot in order to 
add an older age group to the pre- 
schoolers. WBNS-TV put in Little Ras- 
cals, the tv version of Our Gang, which 
is dressed up locally with a live char- 
acter called Flippo the Clown. This 
was followed at 5 p.m. by the hour- 
long and established Western Round- 
Up. 

The strategy was abetted by a few 
innovative touches, like billboarding 
all three programs at 4 p.m. and run- 
ning special openings for each show. 
The outlet also juggled times and 
lengths of each show so that the young 
audience couldn’t practice “click-itis” 
without missing some of the magical 
new touches. 

Results? Well, wsns-Tv not only 
seems to be holding its own, but, the 

(Continued on page 106) 


PROOF 
ARB Proves 


KHQA-TV 


dominates the audience in 
the Quincy-Hannibal-Keokuk 


area. 
According to the latest 
ARB, KHQA-TV leads in... 


17 out of the top 20 night- 
time shows, all of the top 
10 multi-weekly shows. 





The facts are simply these: KHQA- 
TV means more audience, more 
coverage, more results. 
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WBNS- TV (Cont'd from 105) 


station reports, its entire tune-in pic- 
ture is reaching new heights. 
Interestingly, this children’s block 
The station 
reports the cost-per-thousand at $.82 
for Aunt Fran, $.80 for Little Rascals 
and $.82 for Western Round-Up. 
WBNS-TV is following all this through, 
uniquely, with a 6 p.m. program car- 


is delivered at low cost. 


ried in cooperation with the Junior 
League of Columbus. The League pur- 
chased the film series, Captain Z-Ro, 
deciding that its futuristic theme would 
appeal to youngster’s interests while 
its enactment of historical events 
(through the facile device of a time 
and space machine) would also edu- 
cate them. The time normally given to 
sponsor messages is used to review 
current youth activities of interest to 
the young people of central Ohio. 

On the air about 100 hours a week, 
WBNS-TV backs up its programs with 
extensive merchandising, promotion 
and publicity. One year, 15 members 
of the talent staff, alone, made close 
to 500 personal appearances. Promo- 


tion director Barbara Haddox won a 


Late Film 


One of the programming stal- 
warts of wBNs-Tvy Columbus, 
Ohio, is the late-evening feature 
film Armchair Theatre. 
Because of its popularity, view- 


series, 


ers in central Ohio this spring 
and summer will see Armchair 
Theatre in Class A hours for the 


first time. The time switch was 





decided upon because of the pro- 
gram’s success, having earned 
top ARB and Pulse ratings since 
its inauguration in July 1951, 
WBNS-TV reports. 

The station lays claim to being 
one of the first to purchase film 
on a library basis and has just 
recently acquired features from 
the Columbia package. WBNS-TV’s 
library already boasts full-length 
features from Hollywood Tele- 
vision and General Teleradio. 
Theatre, 
: times a week, has since 1953 
: shown only first run features. 


Armchair seen six 








Cha Tt (Continued from page 72) 
“Valiant Lady” (M.F., 12-12:15 p.m.); 
F.—General 


Party” (2:30-3 
~. W. & F., Lever 
Bros.; Tu. .. Kellogg, 2:45-3—M.- 
Th., Pillsbury; Fri., Dole Pineapple. 

" rosby Show” (M.-F., 3:30-4 
D.m.) ; 3:30-45—Mon., Scott Paper; 
Tues., Wesson Oil, alt. wks., Carnation; 
Wed., Gerber Prod.; Thu., Toni; . 
S. O. S., alt. wks., Hazel Bishop. 3:45-4 
—Mon.—Procter & Gamble—W. & Fri.— 
General Mills; Th., Scott Paper Co. ; Tue 


Alka-Seltzer. 

“Person To Person” (Fri., 10:30-11 
p.m.); American Oil (East Coast); 
Hamm’s Brewing (Midwest); alt. wks.— 
Elgin Nat'l Watch. 


NBC— 

Schedule of ‘“‘Spectaculars’’: Producers’ 
Showcase, Mondays, 8-9:30 p.m., will 
continue through Summer every fourth 
week. Color. Sunday Spectacular, Sun 
days, 7:30-9 p.m., will continue through 
Summer every fourth week jor. 











trip to the Coronation in a month-long 
national contest to publicize the move 
of Burns and Allen to a new time slot. 

And production (headed, like pro- 
motion, public service and the film 
departments, by Mr. Reeves) is also 
carefully executed. Yet, as at many 
stations, production space is frequently 
at a premium. WBNS-TV has solved the 
problem. 

Friday night gives a good example 
of the crew’s flexible operation. Begin- 
ning from 10:30 to 11 p.m., WBNS-TV 
integrates live commercials on the 
Person-to-Person feed. From 11 to 
11:10 p.m., there is a sponsored news 
show, during which an automobile is 
From then until 11:20 
p-m., WBNS-TV delivers a comprehen- 


shown — live. 


sive weather program which has live 
commercials involving groups of home 
appliances. Then, at 11:20 p.m., the 
outlet produces a full, live opening to 
its late movie, plus integrated commer- 
cials during the film that follows. 

Clearly, the station has to be on its 
toes. Even so, as its manager, Mr. 
Borel puts it, “These fundamentals of 
station operation are not unique. . 
for they may be found in many stations 
throughout the country.” 

The manager adds, “I believe that 
whatever we have been able to achieve 
in the development of television is the 
result of the skill, enthusiasm and en- 
ergies that are placed behind (our) 
philosophies.” Another way of saying 
it is that WBNS-TV has an expert crew 
whose initiative is matched, perhaps, 
only by its inventiveness. Of the sta- 
tion’s full staff, 35 employes have been 
there since the sign-on date, something 
of a record in an area where “turn- 
over” seems the rule. 











Cohen (Continued from page 47) 


As a result, all three top men are in 
and out of client offices on a day-to-day 
basis. Account executives are required 
to make at least four field trips a year, 
apart from client requests. Just about 
everyone — including timebuyers who 
take care of their own “station rela- 
tions” — is frequently on the road. 
And when the top three go out, they 
fly together in the same plane in order 
to get some work done en route. 

Besides president Cohen, that means 
executive vice president Edward Ale- 
shire, in charge of all creative work 
and a veteran who’s been with the 
agency from its start. Third man is 
voluble Francis X. “Frank” Brady, 
vice president who formerly headed 
marketing, research and media. He 
now is in charge of all account super- 
vision. 


First String Team 


These men are backed up by other 
specialists. Art director Edward 
Fischer, for instance, is a leader in his 
field, has American and European 
experience with major agencies like 
J. Walter Thompson. Harry B. Cohen 
Jr., besides being an officer of the 
agency, is also account executive on 
some key billing. Young Bob Wahl, 
who is in charge of the tv production 
department, is the man who advised 
Metro-Goldwyn-Mayer how to set up 
their tv film business. 

But the personal-service policy is 
not without limitation: 


Even a first- 
string team can carry only a limited 





Beth Black, Herb Stott 
“Toughest job in the agency” 





Harry B. Cohen Jr. 


. officer and account man 


number of accounts effectively. And, 
while the agency has chalked up an im- 
pressive volume, it’s divided among 
only nine clients — which means the 
average is a million-dollar-plus account. 

They American Dietaids’ 
Frenchette salad dressing; the B. T. 
Babbitt liquid detergent, Glim; Block 
Drug’s three Amm-i-Dents, Nytol and 
other products; the Chattanooga Medi- 
cine Co.; 


include 


Grove 
Laboratories and its Fitch Division; 


Doeskin Products; 


several Pharma-Craft Corp. products; 
Lydia Pinkham, and the West End 
Brewing Co., maker of Utica club beer 
and the only regional account in the 
agency. 

Inasmuch as Mr. Cohen, who had 
earlier been chairman of the plans 
board at Dancer - Fitzgerald - Sample, 
started his agency with Grove’s 4-Way 
cold tablets, the agency has been 
stamped a drug specialist. Actually, 
that isn’t so, since four of its nine 
clients represent other fields. Further, 
the background of agency principals 
is heavier in food than drug merchan- 
dising. At any rate, the agency’s official 
attitude is that “drugs and food are 
cross-fertilized through package sales 
in super markets” and that Harry B. 
Cohen correctly is a specialist in con- 
sumer-package goods. 

Mr. Cohen, himself, is quite candid 
in saying that, as more accounts are 
acquired, it would be nice to have a 
tobacco or liquor advertiser around the 
house. But, because of its one-team 
operating policy, the agency has put a 
limit on its roster at 15 accounts, only. 


What will it do when the 16th ap- 


plies? “We'll cross that bridge when 
we come to it,” says the president. In 
the meantime, the company does not 
accept accounts with less than a $500,- 
000-annual volume and has been turn- 
ing down from four to six applicants 
a year on that basis. 

The third leg of the agency’s stool 
is, as noted, copy. All creative work is 
headed by executive vice president Ale- 
shire, whose entire business career has 
been within the agency field. He joined 
Mr. Cohen as his executive vice presi- 
dent in 1947, coming from the Chicago 
office of Buchanan & Co. Earlier, he 
had served as partner in Benton & 
Bowles. Now in his mid-forties, Mr. 
Aleshire has created campaigns for 
such food and drug companies as 
Procter & Gamble, General Mills, Weich 
Grape Juice, Pepsodent and Sterling 
Drugs. 

While this 


frankly hard sell, the executive answer 


agency's approach is 
to critics of the technique is: “There’s 
no sense in being in business if you 
don’t sell the product.” Further, hard- 
sell is virtually dictated by the hotly 


(Continued on page 110) 
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PARADE 
OF 
HOLLYWOOD 







PERSONALITIES 


Lioyd Bridges 
Thomas Mitchell 
Howard Duff 
Diana Lynn 

John Ericson 

Don Taylor 

Jan Sterling 
Ricardo Montalban 
Marilyn Erskine 
James Whitmore 
Angela Lansbury 
Dane Clark 
---and many others 


A NEW STAR 
EACH WEEK 
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When you’ve seen your favorite network show, haven’t you said to yourself: “I’d sure 
like to sponsor that show right here in my market — but FIRST RUN!” Now you can do 
just that! STAGE 7, the half-hour film dramatic anthology series which got highest 
ratings for a national network advertiser, is now being produced in Hollywood — same as 
before, with exactly the same production qualities — except that now it’s being produced 
for your local market... FIRST RUN! 


Fist wagketS SNAPPED up, 


0 


THER RICH MARKETS AVAILAB/ 


Regional advertisers are signing up their markets fast! Chef Boy-Ar-Dee (Y & R) has 
selected New York City and markets in New England; Household Finance (Needham, 
Louis & Brorby) has picked out some Midwest markets. Other markets have been signed 
up by Standard Oil of California (BBDO) ; National Premium Beer (W. B. Doner) ; 
Blue Plate Foods (Fitzgerald); and Robert A. Johnston Co. (Klau-Van Pietersom- 
Dunlap). Many choice markets are still available! Phone or wire collect to gett STAGE 7 
for your markets. Better do it now! 


JUST IN! Sheaffer Pen through Russel M. Seeds! 








a -) Zelevision Programs of America, Inc. 

















477 Madison Avenue, New York 22 * PLaza 5-2100 @ Sales Offices or Representatives in Principal Cities 
Milton A. Gordon, President Michael M. Sillerman, Executive Vice President Edward Small, Chairman 






for higher sales through quality programs \tlp\s) 
Other TPA quality shows which help you increase sales: 


LASSIE © ADVENTURES OF ELLERY QUEEN *® CAPTAIN GALLANT OF THE FOREIGN LEGION * HALLS OF IVY * COUNT OF MONTE CRISTO bad 
RAMAR OF THE JUNGLE © FURY * SUSIE © EDWARD SMALL FEATURES * YOUR STAR SHOWCASE * SCIENCE IN ACTION * AND ON THE WAY: 
WALDO © TUGBOAT ANNIE ® HAWKEYE — THE LAST OF THE MOHICANS * NEW YORK CONFIDENTIAL * ... 225+ AND OTHERS YET UNTITLED. 
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Cohen (Continued from page 107) 


competitive nature of package-goods 
merchandising. 

Nevertheless, in practice, the copy 
is made as appealing as possible with- 
out distilling important sales points, 
and the agency idea is to put on “a 
velvet glove” over the iron fist of 
hard-sell. 

In most tv commercials, which are 
departmented under Mr. Aleshire, the 
specific sales arguments remain pretty 
much unchanged through an entire 
series of spots, thus building emphasis 
through repetition. In a new batch for 
Fresh deodorant, for example, the ac- 
tual pitch includes a scientific descrip- 
tion to show just how deodorants work. 

But the series avoids dullness and 
achieves variety through different open- 
ing and closing scenes for each spot. 
In the instance of Fresh, that means 
shots of the daisy-covered Fresh pack- 
age, shots of daisies, themselves, and 
summer scenes of cool-looking models. 
And the tv commercials, which allow 
for “things you can’t do in the static 
units of print,” are integrated with the 
copy used in all other media — and 
vice versa. 

Production of Commercials 

The actual commercial, itself, is ex- 
ecuted by the tv production department 
where Bob Wahl is in charge, with 
Dave Davidow as business manager. 
The department follows the writer- 
producer philosophy in which the same 
people who create or conceive the com- 
mercial are responsible for its produc- 
tion, too. That means that creative 
powers keep control from start to 
finish. 

The method suits Wahl and Davidow 
fine. Both of them came to New York 
via WFIL Philadelphia and what they 
like to call “The Philadelphia School” 


—in contrast to the New York or 





HARRIS-TUCHMAN 
PRODUCTIONS 
751 NORTH HIGHLAND AVENUE 


HOLLYWOOD 38, CALIFORNIA 
TELEPHONE WEbster 6-7189 


Superior Films By Design 
TV COMMERCIALS - SLIDE FILMS 
INDUSTRIAL & TRAINING FILMS 


110 June 1956. Television Age 











Baseball Tv Expert 


With 860 games being telecast 
television will mean more to 
baseball in 1956 than ever be- 
fore. In spite of that Department 
of Justice rules make it imprac- 
tical for individual clubs to coun- 
sel with the Baseball Commis- 
sioner’s office about their tv 
problems. 

In answer to a suggestion by 
TV AGE that a television advisor 
to the commissioner could help 
clubs iron out many of their tv 
headaches Commissioner Ford 
Frick pointed out that “in view 
of the attitude taken by the De- 
partment of Justice there would 
be no purpose in having a tele- 
vision expert connected with the 
Commissioner’s Office. Under the 
instructions of the department,” 
the commissioner said, “each 
individual baseball club is on its 
own and any effort to guide, 
direct or establish agreement be- 
tween clubs would be a violation 
of this order.” 

Although 22 sponsors are put- 
ting up $12 million for television 
play-by-plays this year the actual 
financial arrangements of each 
club must be made separately. 
Commissioner Frick has ex- 
pressed his interest in televising 
ball games as outlined in the 
recent TV AGE story (“Baseball 
score,” Tv AGE, March 1956). 
“The article was very well done 
and I would judge very factual,” 
he commented, adding “though 
this office has no actual knowl- 
edge of the financial arrange- 
ments as concerns day-by-day 
television and radio.” 











“Chicago School” of tv training. List- 
ing fellow Philadelphians who got their 
start in tv at about the same time and 
are now holding down important pro- 
duction jobs throughout New York, 
Wahl says, “There’s a big team thing 
going on in television — it isn’t enough 
just to know your job, you’ve got to 
know the people, too.” Wahl is a 
multi-threat man with experience as 
writer-producer for radio and tv, live 
and film. Davidow, strong in produc- 


tion-direction experience, is Wahl’s vir- 
tual alter-ego and sets up contracts 
and talent deals. 

The agency, which is responsible for 
as many as 1,000 prints during a peak 
week, farms out all production and 
print-traffic. “We could do the entire 
job right here, if we had to,” Wahl 
avers, but it’s better economy to con- 
sign the jobs to specialists. The 
agency's job: “To know where you 
can get it, get the best and get it for 
the least —like any good film man.” 

With labor, talent and materials 
constantly on the rise, the tv produc- 
tion department emphasizes, “You 
really do get what you pay for in filmed 
commercials.” 

“Part of our function,” Davidow in- 
terjects, “is to constantly be getting 
more than the client expects.” 

“We all feel they’re sort of our 
babies,” Wahl adds. 

These two men and their staff — 
which includes six tv copywriters — 
in a single week may be in and out 
of four or five series in various phases 
of production, checking on a couple 
of local live commercials in Los An- 
geles, seeing a special promotional 
idea through with Dave Garroway on 
Today, servicing the agency’s single 
regional account and its local program- 
ming in the New York-Pennsylvania 
area, scripting commercials for Doeskin 
on radio or signing Basil Rathbone to 
film a commercial. 

Creative Supervision 

As Mr. Aleshire’s authority umbrel- 
las all creative work, so Frank Brady’s 
encompasses account supervision. Un- 
der him are merchandising, headed by 
Bob Myers who joined the agency 
from one of its clients, Pharma-Craft; 
research, with Bernie Heller, formerly 
of Lennen & Newell, in charge, and 
media, where the director is Herb 
Stott. Mr. Stott, who joined the agency 
on Friday, April 13, had been a vice 
president at the Carl Brown agency 
and earlier had been assistant to the 
media director at Colgate-Palmolive. 

The media department has both a 
horizontal and vertical organization. 
Miss Black, as director of buying time, 
is in close—and sometimes inter- 
related — buying contact with senior 
timebuyers Bob Kelly and Arthur 
Harrison. (The latter handled the 
enormous spot purchases at another 


(Continued on page 117) 
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from the stations. They are presented 
as a service by TELEVISION AGE. For 
information regarding 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. Daggers (+) indicate that 
the station has asked that no set count 
figure be published. 

In addition to set figures the two 
principal executives of each station are 


the 

















Montgomery 


Pheenix 


Tucson 


Yuma 





listed. 
Totals 
Total commercial stations: 456 
Total markets: 297 
Total estimated b&w sets: 37,672,000 
Total estimated color sets: 60,400 
City Station Vhti Uht Color 
ALABAMA 
Birmingham WABT 366,400 _— 
Henry P. Johnston, p. & mng. d.; 
Charles F. Grisham, v.p. che. 
sls. 
WBRC-TV 361,000 200 
J Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, g. sls. m. 
Decatur WMSL-TV 31,800 ae 
Frank Whisenant, p.; Louis C. 
Blizzard, c.m. 
Dothan WwTvy 36,800 — 
F. E. Busby, v.p. & g.m.; Jerry 
L. Williams, m. & sls. m. 
Mobile WALA-TV 128,700 _ 
WwW. O. Pape, p.; H. E. Martin, 


exec. V.p. 
WKRG-TV 187,500 
C. P. Persons, Jr., v.p. & g. m. 
WCOV-TV 78,500 25 
Hugh M. Smith, g. m. 
Morris South loc. sls. m. 
WSFA-TV 129,100 
Hoyt Andres, v.p. & st. m.; 

C. Hughes, c.m. 


ARIZONA 


KVAR (see Phoenix) 

KOOL-TV 175,000 

Kenneth Morton, st. m. & nat. sls. 
m.; James S. Dugan, s‘s. m. 

KPHO-TV_ 143,880 a 

Richard B. Rawls, ¢. m.; Howard 
Stalnaker, c. m. 


KTVK 165,000 200 

Roger Van Duzer, st. m.; Burton 
B. LaDow, ¢.m. 

KVAR 141,480 _— 

Dwight Harkins, m.: E. W. (Bill) 
Hurver, c. m, 

KDWI-TV 

D. W. Ingram, p.;: James W. 
Haye:, ¢.m. 

KOPO-TV 53,859 — 

E. S. Mittendorf, ¢. m.: Bernie 


Perlin. sls. m. 
KVOA-TV 54,253 _ 
Ci'nton D. McKinnon. p.; J. C. 
Underwood, Jr.. sls. m 
KIVA 27,500 —_ 
Ray C. Smucker. g.m., Richard 
Newland. sls. m. 


TELEVISION AGE 


Set Count: 


The figures listed below are secured 





City Station Vhi Unt Color 
ARKANSAS 
E) Dorado KRBB 57,750 
Wm. gy g- m.; James Ren- 
Fort Smith KFSA-TV 36,604 _ 
a meatier, gs. m.; Roland 
Little Roek KARK-TV 152,653 
T. KE. ery vD. & €. m.; ce 
Bryant, ¢. 
KATV (see : Pine Bluff) 
KTHV 159,148 100 
B. G. Robertson, ¢. m.; Wm. V. 
Hutt, c.m. 
Pine Bluf KATV 118,694 __— 
John H. Fugate, ¢. m.; Ben 
Holmes, nat. . m. 
Texarkana KCMC-TV (see Texarkana, Tex.) 
CALIFORNIA 
Bakersfield KBAK-TV 100,000 _ 
A. H. Constant, v.p. & g.m. 
KERO-TV 171,000 75 
Gene DeYoung, p. & gs. m.; Ed 
Urner, v.p. & nat. sis. m. 
Chiee KHSL-TV 70,900 
M. F. Woodling, st. m.; Justin + 
Pero, loc. sls. m. 
Eureka KIEM-TV 30,000 _ 
William B. Smullin, p.; Denald 
H. Telferd, st. m. 
Freene KFRE-TV 
Edward J. Frech, v. p. & st. m.; 
Robert Klein, nat. sls. m. 
KJEO 173,000 200 
Joseph Drilling, bus. m.; W. O. 
Edholm, c.m. 
KMJ-TV 170,000 400 
Perry Nelson, st. m.; Wilson Lef- 
ler, sls. m. 
Les Angeles KABC-TV 2,368,464 —- 
Selig J. Seligman, ¢. m.; Elten 
Rule, gen. els. m. 
KCOP 2,368,464 
Jack Heintz, v.p. & ¢. m.; Amos 
Baron, sls. m. 
KHJ-TV 2,421,323 2,574 
John T. Reynolds, v.p. & g. m.; 
Howard L. Wheeler, sls. m. 
KNXT 2,368,4 _ 
James T. Aubrey, Jr.. ¢. m.; 
Robert D. Wood, gen. sis. m. 
KRCA 2,400,000 2,034 
Thomas C. MeCray, v.p. & g.m.; 
James Parks, sls. m. 
KTLA 2,368,464 2,056 
Klaus Landsberg. g. m.; Robert 
Mobr, . m. 
KTTV 2,421,323 —_ 
Richard A. Moore, p. & 6. m.; 
John R. Vrba, v.p. che. sls. 
Sacramento KBET-TV 397,600 250 
John H. Schacht, v.p. & g. m.; 
George J. Kapel, sls. m. 
KCCC-TV 210,000 _ 
Ashley L. Robison, ex. v. p.; A. 
J. Richards, v. p. chge. sls. 
KCRA-TV 356,840 1,500 
Ewing C. Kelly, p. & g. m.; Frank 
M. Devaney, sis. & st. m. 
KGMS-TV—(46) Oct. ’56 
Salinas KSBW-TV 110,879 
John C. Cohan, g. m.; Graham i. 
Moore, sls. m. 
San Diego KFMB-TV 107,092 oe 


Tijuana, Mex. 


San Francisco 


George Whitney, g. m.; Bill For, 
nat. sis. m. 


KFSD-TV 407,000 200 

William E. Goetze, ¢. m.; Jay 
Grill, sls. m. 

XETV 327,720 = 


Julian M. Kaufman, v.p. & ¢g.m.: 
Willi:m G. Mueller, bus. m. 
KGO-TV_ 1,171,690 —_ 
James H. Connolly, v.p.; David M. 

Sacks, gen. sls. m. 
KPIX 1,205,717 1,112 
Philip G. Lasky, ¢. m.; Leu 
Simon, c.m. 


KRON-TV 1,296,717 1,112 


Harold P. See, g. m.; Norman 
Louvau, sls. m. 
KSAN-TV 310,000 _— 


Norwood J. tense. g-m.; Bob 
Kane, nat. sls. 

KNTV 545, 479 

Douglas D. Kahle, g.m.; Fran Con- 
rad, sis. m. 

KVEC-TV 102,118 

Les Hacker, g. m.; Si Darrah, c. m. 





City Stasion Vnti Unf Color 
Santa KEY-T 227,918 — 
Colin M. Selph, p.: Thomas C. 
Chace, rgni. sls. m. 
Stockton KOVR 1,263,097 — 
Terry Hamilton Lee, ex. vp. & 
g. m.; Frank G. King. ¢. sls. m. 
Telare KVVG _ 
Bob Lee, opertns.; Ron Freeman 
gm. & sls. m 
COLORADO 
Colorado KKTV 63.047 _ 
Springs James D. Russell, p.: Robert D 
Elis, v.p. & ¢.m. 
KRDO-TV 41,000 — 
Harry W. Hoth, Jr.. p.. &. m. & 
sls. m. 
Denver KBTV 368,526 
Joseph Herold, st. m.; John Henry, 
nat. sis. m. 
KLZ-TV 368,526 307 
Hugh B. Terry, p. & ¢. m.; Jack 
Tipton, ¢. sls. m 
KOA-TV 368,526 307 
William Grant, p. & ¢. m.; Wil- 
liam F. MacCrystall, sls. m. 
KTVR 376,526 — 
Jon R. McKinley, v. p. & ¢. m. 
Arthur C. Stringer, nat. sls. m. 
Grand KREX-TV 16,873 
Rex G. Howell, p. & ¢.m. & cs. me m. 
Montrose KFXJ-TV —— 
(Satellite of KREX-TV, Grand 
Junction) 
Pueblo KCSJ-TV 58,060 on 
Ray J. Williams, p. & ¢.m.; Walter 
Dennis, sis. d. 
CONNECTICUT 
Bridgeport WiCc-TV 72,340 _— 
Philip Merryman, p. & 6s. @.; 
Manning Slater, sis. m. 
Hartford WGTH-TV 351,581 — 
John O. Downey, ¢.m.; George H 
Morris, sls. m 
New Britain WKNB-TV 375,000 500 


New Haven 


Waterbury 


Peter B. Kenney, v.p. & st. m.; 
David Scott, nat. sls. m. 
WNHC-TV 948,707 
Edward C. —. m.; 
els 


Callanan, 
WATR-TV 917,554 _— 
Samuel R. Elman, ¢.m. & c.m. 


168 
J. Vineem 


DELAWARE 


wrrn 2,051,000 — 
Robert R. Nelson, st. m.: 
Lau, ¢. m. 


DISTKICT OF COLUMBIA 


WMAL-TV 600,000 
Frederick S. Houwink, g.m.; 
J. Edwards, sls. m. 
WRC-TV 735A, 009 500 
Carleton D. Smith, v.p. «@ ¢. m. 
Joseph Goodfellow, dir. of sla. 
WTor-TV 701,300 135 
George F. Hartford, v.p. chge. tv.: 
Robert A. J. Bordley, sls. d. 


(Continued on page 112) 


Neal 





New Stations 


KFRE-TV (12) Fresno, Cal. began 
May 10. Affiliate: CBS. Paul R. Bart- 
lett, pres. & g.m., 57 per cent; William 


C. Crossland, sec.-treas., 
Keith L. Mealey, 
2.38 per cent; 
& st. m., 2.38 per cent; 


38 per cent; 
v.p. engineering, 
Edward J. Frech, v.p. 
Helen John- 


son, .24 per cent. Blair TV, rep. 


WDAM-TV (9) 
Affiliate: NBC. Alvin H. Fine, 
Milton J. Fine, 25 per 
David A. Matison, Jr., 


cent; 


Hattiesburg, Miss. 
25 per 
cent; 


25 per cent; 


Harold M. Matison, 25 per cent. 
KRIS-Tv (6) Corpus Christi, Tex. 

Affiliate: NBC. T. Frank Smith, pres., 

100 per cent; Helen Smith, sec.-treas. ; 


T. Frank Smith, Jr., 
Griffin, Woodward, 


v.p. Peters, 


Inc., rep. 
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City Station vat Unf Color City Station Vhi Unt Color 
Set Count (Cont'd from page 111) 
GEORGIA Twin Falls KLIX-TV 21,000 a 
Frank C. McIntyre, v.p. & g.m.:; 
City Station Vht Unt Color Albany WALB-TV 465,000 _ Joe Gibney, tv sls. m. 
James H. Gray, p.;: Tom Still- 
WTTG 700,000 _ wagon, ¢. m. 
Leslie G. Arries, Jr., g.m.; Perry Atlanta WAGA-TV 542,900 500 ILLINOIS 
Walders, nat. sls. m Glenn Jackson, v.p. & mng. d.; 
FLORIDA John W. Collins, Jr., asst. mng. Bloomington WBLN-TV 50,000 as 
d. for sls. Worth 3S. Rough. p., ¢.m. & els. m. 
Daytona Beach WESH-TV—(2) July °56 WLW-aA Champaiga WCclA 306, mat — 
Fort WITV 303,180 —_— Harry LeBrun, f. m.; Guy Tiller, August C. Meyer, p.;: Guy Main, 
Steve Zinn, st. m.; C. Edward Lit- sls. m. v.p. & sis. d. 
tle, g.m. & g. sls. m. WSB-TV 545,210 350 Chicage WBBM-TV 2,323,200 1,000 
Fort Myers WINK-TV 23,500 _ John M. Hew a sg. m.; Mareus H. Leslie Atieass, vp. & ¢. Mm.; 
A. J. Bauer, g. m. & sis. m. Bartlett, st. Arkedis, sls. m. 
dacksonville WJHP-TV 98,896 Augusta WJBF 178.50 50 WBKB 2,323,200 — 
T. S. Gilchrist, » a gs. m.; Witlana Donald M. Kelly, 4 vp. & g.m.; Sterling C. Quinlan, v.p. 
Fraker, sls. George P. sueere. sls. m. WGN-TV 2,325,000 
WMBR-TV 367,238 — WRDW-TV 169, Frank P. schreiber, v.p. & ¢. m. 
Glenn Marshall, p.; Charles M. J. W. Hicks, oa: Lou Stratton, Theodore Weber, sls. d. 
Stone, v.p. for sls. loc. sls. m. WNBQ 2,287,000 3,500 
Miam! WGBS-TV 278,869 401 Celumbus WDAK-TV 136,959 _- Jules Herbuveaux, v.p. & g. m.; 
Walter Koessler, mng. d.; Dick E. . > st. m.; Joe Wind- John M. Keys, sls. d. 
Sloan, sls. m. Danville WDAN-TV 50,000 — 
witvd 368,000 400 WREL-TV 187,327 — Max Shaffer, st. m.; John D. Bek- 
Lee Ruwitch, exec. v.p. & g.m.: Ridley Bell, ¢. m.; George Jenkins. ert, ele. d. 
John S. Allen, v.p. chg. sls sls. m. Decatur WTVP 180,000 _ 
WCKT—(7) July °56 Macon WMAZ-TV 117,778 — W. L. Shellabarger, p. & g.m.: 
Orlando WDBO-TV 164,000 40 Wilton E. Cobb, g.m.; Frank Robert Wright, st. m. 
Harold P. Danforth, p. & g.m.; Crowther, c. m. Harrisburg bg ge 34,692 _ 
Agnes V. Carlson. sls. co-ordi- Rome WROM-TV 174,330 L. Turner, st. m. 
nator Ed McKay, m.; Chas. Doss, c. = Peoria wenn TV 244,420 1,137 
Panama City WIJDM 31,000 Savannah WSAV-TV 102, 200 Fred C. Mueller, ¢. m.; William 
Harry C. Babb, st. m.; Byron Hay- Harben Daniel, p. & g. m.; Tom J. Flynn, c. m 
ford, sls. m Belcher, c. .m. WTVH-TV 192,023 900° I 
Pensacola WEAR-TV 147,500 3 WTOC-TV 153,145 — Henry P. Slane, p.; Harold V. 
Mel Wheeler, p. & ¢. m.; Milt de W. T. Knight, Jr. p. & g&.m.; Phillips, sls. m. 
Reyna, asst. g.m. Ben Williams, v.p. & c.m. Quincy KHQA-TV 149,060 19 
st. WSUN-TV 208,791 _ Thomasville ba ag 82,500 _ Walter Rothschild, g.m.; Paul Mil- 
Petersburg Fred Shawn, Doe Bernard I . Herschel Graves, ¢. m. len, sls. m. 
Kobres, sls. WGEM-TV 150,900 — 
Tallahassee WCTV (see Thomasville, Ga.) IDAHO Joe 2am gs. m.; James E. 
Tampa WFLA-TV 319,542 500 Muse, c. 
George W. Harvey, v.p. & g.m.; Boise KBOI-TV 63,950 — Reckford WREX-TV "272,695 150 
William B. Faber, sls. m. Westerman Whillock, p. & g. m.: Joe Baisch, g.m.: Al Bilardello, 
WTVT 301,900 500 Earl Glade, Jr., st. m. & c. m. sls. m. 
w. Walter Tison, v.p., g.m. & nat. KIDO-TV 52,500 WTVO 116,000 — 
me. m.; Paul M. Jones, loc. s's. Walter E. Wagstaff, v.p. & g. m.: Harold Froelich, g.m.; Edward 
Barry Tucker, sis. m. Ruppe, sls. m. 
Weat Palm WEAT-TV 301,875 Idaho Falls KID-TV 53,517 Rock Island WHBF-TV 281,733 500 
Beach Gordon R. wave. g. m.; Ed J. ee C. N. Layne, g. m.; Claude Cain, Leslie C. Johnson, v.p. & g. m.: 
nessy, sls. sis. m. Maurice Corken, asst. g. m. & 
WINO-TV 291, 112 Lewiston KLEW-TV 26,000 _ sls. d. 
Theodore A. Eiland, =m. & sis. a.: Willard ‘“Pete’’ Thomas, g. m.- Springfield WIcs 115,500 a 
W. F. Housner, sls. sis. m Milton D. Friedland, g. m.; War- 
ren King, loc. ¢. m. 
INDIANA 
Anderson WCBC-TV—(61) Sept. 1, ’56 
WCDA B Alb Rloomington WTTV - 647,781 — 
- Robert mon, g. m.; Norman 
any Cisena. asst. m. & sls. d. 
Elkhart WS2#V-TV 215,814 —_ 
John F. Dille, Jr., p.; Paul C 
WAAM Baltimore Brines, g. m. 
Evansville WFIE-TV 126,088 —_— 
Ted Nelson, g. m.; Robert Dean, 
WBEN-TV J Butfato aS 
WEHT (see Hendersen, Ky.) 
Fort Wayne WKJG-TV 144,230 50 
Edward G. Thoms, v.p. & ¢. m.: 
WIRT Flint Carleton B. Evans, c. m. 
: WIN-T (sec Waterloo) 
Indianapolis WFBM-TV 660,000 1,500 
William F. Kiley, ¢. m.: Don 
WFMY-TV # Greensboro  &F- 
WISH-TV 660,000 600 
WTPA Robert B. McConnell, v.p. & g.m.; 
George W. Diefenderfer, d. nat. 
Harrisburg sls. serv. 
Lafayette WFAM-TV 115,750 200 
0. E. Richardson, p., g.m., & sls 
WDAF-TV Kansas City m.; Henry Rosenthal, asst. m. 
Muncie WLBC- 107,250 20 
ie ZB Oraig, v.p. 
. Sout n WNDU-TV 177,000 300 
WHAS-TV Louisville ss c. Barth, v.p. & g. m.: 
—— Thomas Hamilton, sls. 
WTMI-TV WSBT-TV 181,953 100 
Milwaukee Neal B. Welch, g. m.; Richard W. 
Holloway, nat. sls. m. 
Terre Haute WTHI-TV 184,400 35 
WMTW Mt Washington J. M. Higgins, ¢. m.; George A 
Foulkes, nat. sls. m. 
Waterloo WIN-T 139,625 *— 
» Ben B. Baylor, Jr., v.p. & g. m.; 
WRVA TV Richmond Robert C. Currie, Jr., prog. m. 
WSYR-TV #f syracuse sows 
Ames WOI-TV 325,000 — 
Richard B. Hull, d.; Robert C 
Mulhall, opertns. m. 
Cedar Rapids KCRG-TV 325,977 — 
Edna A. Herbst, g.m.; James W. 
e 7 Anderson, Jr., ¢.m. 
Harrington, Righter and Parsons, Inc. | “~ ”* WMT-TV 334,977 150 
Chicago bag con in a g.m.: Lewis 
Jan Nostrand, g. sls. m 
The only exclusive TV national representative § Sax Francisco Davenport WOC-TV 317,902 -_ 
Ernest C. Sanders, resident m.: 
Atlanta Mark Wodlinger. resident sls. m 
Des Moines KRNT-TV 203.611 oe 
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Robert W. Dillon, v.p. & g. m. 
Pan! M. Elliott. ¢ m. 
WHO-TV 284,500 100 























City Station vht Unt Color City Station Vhi Unt Color City Station Vhi Unt Color 
Paul A. Loyet, v.p. & res. m.; WMAR-TY 618,063 116 
Harvid W. Fulton, g. sis. m. E. K. Jett, v.p. & d.; Ernest A. 
Fort Dodge KQTV 3312 — Lang. c. m MISSOURI 
Edward Breen, p. & ¢. m.: Max Salisbury WBOC-TY 55,155 _ KFVS-TV 155.400 25 
, als. m. John W. Downing. p.: Charles J. Girardeau Robert ©. Hirsch, m. of tv.; Jack 
Mason City KGLO-TV _ Truitt, v.p., g. m. & nat. sis. m. Bamey. an. ; 
Son wae “2° s =: Columbia  KOMU-TVY 96,307 —_ 
Sioux City KTIV 187,743 350 MASSACHUSETTS -——~ Lambert, ¢. m.; John O. 
Dietrich Dirks. p. & g. m.; L. L. Adams WMGT 175,886 au» ma, CSR. 
cCurnin, sis. m. (Pittsfield) William P. Geary, g.m.; Allan Hannibal “TV (see Quincy, Ill.) 
KVTV 179,521 50 Bonney, sls.m. Seffersen City ARCG-TV 87,815 — —_— 
Arthur J. Smith, res. m.; Donald Roxton WBZ-TV 1,420,106 64 Robert Blosser, ¢. m.; Ron Max 
_D. Sullivan. adv. d. F. A. Tooke, g.m.; C. H. Masse, well, sls. m. 
Waterloo KWWL-TV 324,866 300 sis. m. Joplin KSWM-TY 113,500 15 
R. J. McElroy, st. m.; Don E WMUR-TV (see Manchester, N. H.) Austin A. Harrison, p.; D. T. 
Inman, sls. d. WNAC-TV 1,420,106 — Knight, loe. sls. m 
Norman Knight, ex. v.p. & ¢. m.; y 'MO-TV 567,690 B51 
KANSAS Themes B. Batescn, cis. core. | “CW BRON ee om: 8D 
Goodland KWGB-TV—(10) July ’56 Springfield waves #. 220,000 45 a 404.323 110 
Great Bend KCKT-TV 144,350 - Charles N. DeRose, g. m.; Patrick John T. Schilling, v.p. & ¢. m. 
Les Ware, ¢. m.: Otis Cowan. J. Montague, c. m. = S. Miaion om. & ois. on. 
@utchineen. KEWE 984,195 ne = . ie ee alt WDAF-TV 563,191 310 
(Wichita) Howard 0. Peterson, g. m.: E. W. . he ey Wm. A. Bates, st. m.; E. Manne 
aie. «a. a H. Ferguson, Jr., sls. m. Russo, sls. m. 
Pitteburg KOAM-TV 161,851 — Kirksville KTVO 187,765 — 
R. E. Wade, g. & als. m. " Berg Allison, st. m.; Charles Fel 
Topeka WIBW-TV 114,366 il MICHIGAN lers, sls. m 
= va gs. m.; Hilten Hodges, Anu Arbor WPAG-TV 31,000 —_— St. Joseph KFEQ-TV 159,769 — 
iM - Edward F. Baughn, v. p. & g. m,; Glenn G. Griswold, ¢. m A 
Wichita par a a . — Kenneth MacDonald, sls. m. Wayne Beavers, c. m 
_. be me aes Seaton Bay City w NEM-TV 312,555 ; Com Mt. Louls KSD-TV 915,982 65 
mM . * : J. W. Myers, v.p. & g. m.: John J. George M. Burbach, ¢. m.: Guy 
KARD-TY 265,430 700 Keetian, sis. m. E. Yeldell. sls. m. 
William J. Moyer, v.p. & g.m.; Cadillac wwty 355,195 —_ KTVI " "414,466 _ 
Don Sbarra, v.p. & sls. m Gene Ellerman, g.m. Paul E. Peltason, p.: Jack Schain- 
Detroit CKLW-TV 1,568,000 _ —— - -. 
KENTUCKY J. = ang “f p. & g.m.; C. E KWK-TV ——+ om» 
unn, g. sls. m. ° 
Henderson WEHT 98,722 40 W4BK-TV 1,590,400 700 wey ye ee 
Cecil M. Sanebury, g.m.: Charlies Bill Michaels, mng. d.; Keith Mce- aa ae 
C. Palmisano, loc. sls. m Kenney, loc. sls. m. Nedulin KDRO-TY 57,000 , at 
Lexington WLEX-TV _ WW4-TV 1,610,000 1,500 H. W. Brandes, ¢. m.; Jimmy 
Earl L. Boyles, ex. v.p. & £. m.: Edwin K. Wheeler, g¢. m.: Don Glenn, sls. m. 
Jim Pennock, sis. m. DeGroot, asst. g. m. Springfield KTTS-TV 111,146 12 
Leulsville WAVE-TV 506,966 100 WXYZ-TV 1,600,000 _ @. Pearson Ward, v.p. & ¢. m. 
Nathan Lord, v.p. & g. m.: Ralph James G. Riddell, p. & g¢. m.: John KYTV 100,243 — 
Jackson, c. m. F. Pival, v.p. chge. tv. R. L. Stuffliebam, co-mgr. & c 
WHAS-TV ——+ -- Flint WJIRT—(12) July 56 m.: Carl Fox, co-megr. 
Vietor A. Sholis. d.: Albert J Grand Rapids WOOD-TV 606,510 100 4 FP 
Gillen, sls. d. Willard Schroeder, g. m.; Arthur (Continued on page 114) 
M. Swift, gen. sls. m. 
Kalamazoo WKZO-TV 599,890 200 
LOUMEARA Carl E. Lee, v.p. & mong. d.; 
Alexandria KALB-TV 126,400 —_ Donald W. DeSmit, els. m. 
Willard L. Cobb. g. m.; Marvin Lansing W4dIM-TV 150,000 150 
Reuben, nat. sls. m. Harold F. Gross, p. & g. m.; How- 
Baton Rouge WAFB-TV 104,000 — ard Finch, v.p. 
Tom E. Gibbens, p. & g.m.; Ron WTOM-TV 69,700 — 
Litteral, sls. m. L. G. Christian, g. m.; Leonard P. 
WBRZ 155,888 150 Frankel, sls. m. 
J. Roy Dabadie, g. m.; Guy Corley. Marquette WDMJ-TV ——— a 
sls. m. W. iH. Treloar, g.m.; Robert Luke, 
Lafayette KLFY-TV 71,200 regnl. sls. m. 
James W. Lucas, g.m. & sis. m Saginaw WKNX-TV 160,000 45 
Lake Charles KPLC-TV 99,627 _— William J. Edwards, g.m.; Robert 
David Wilson, g. m.; Pelham Mills. M. Chandler, sls. m. 
Jr., c. m Traverse City WPBN-TV 56,239 — ° 1 TV 
KTAG-TV 62,167 _ John Anderson, st. m.: R. E. Det- Service n ; 
William F. Hession, ¢. m.; wiler, c. m. ss. facilities not only 
Harper Clarke, asst. m. & sls. m. BMI offers el oe _ t to pro- 
Monroe KNOE-TV 295,200 95 to its TV licensees, bu I 


Now Orleans 


Shreveport 


Bangor 


Poland Spring 


Portland 


Baltimore 


Paul H. Goldman, v.p. & ¢. m.; 
Jack Ansell, Jr., tv sls. & prom 
d 


WDSU-TV 


387,854 550 

Robert D. Swezey, ex. vp. & 

g. m.; A. Louis Read, v.p. & 
ec. m. 

WIMR-TV 131,711 121 
George A. Mayoral, exec. v.p. & 
g. m.¢ Paul Beville, els. m. 
KSLA 166,000 25 
Winston B. Linam, st. m.: Deane 

R. Flett, sls. m. 
KTBS-TV 209,695 200 
Patrick J. White, st. m.: Marie 
Gifford, c. m. 
MAINE 
WABI-TV 98.650 -- 


Leon P. German, Jr., ¢. m.: Mil- 
ton Chapman, loc. sls. m. 


W-TWO 88,500 —_— 
Murray Carpenter, o. & g.m.: 
Rudolph Marcoux, v.p. & bus. 


m. 

wMTW 272,923 

John H. Norton, Jr., v.p. & g. m.: 
Paul Tiemer, sls. m. 


WCSH-TV 190,200 100 

William H. Rines. mng. d.: Jack 
S. Atwood, st. m. 

WGAN-TV 185,000 100 

Creighton E. Gatchell, vp. & 
g. m.: Richard E. Bates, sls. m. 
MARYLAND 

WAAM 664,970 _ 


Ken Carter, g. m.; Armand Grant, 


650 
Leslie H. Peard, Jr., v. p. & st. 
m.; Willis K. Freiert, sls. m. 


Austin 


Duluth 
(Superior, 
Wisc.) 


Minneapolis- 
St. Paul 


Rochester 


Columbus 
Hattiesburg 


Jackson 


Meridian 


Tupelo 


MINNESOTA 


KMMT-TV 54,515 

Gene Loeffler, m.; Don E. Inman. 
sls. d. 

KDAL-TV 125,000 

Dalton Le Masurier, ¢. m.; Odin 
S. Ramsland, c. m. 

WDSM-TV 127,800 

Rodney A. Quick, v.p. & ¢. m.: 
Thomas Gavin, g. sls. m 


KEYD-TV 630.000 _— 

Robert M. Purcell, ¢.m.; Lee W. 
Whiting, v.p. & c.m. 

KSTP-TV 615,000 200 


Stanley E: Hubbard, p. & ¢. m. 
Marvin Rosene, gen. sis. m. 
Wwcco-TV 400 
F. Van Konynenburg, exec. v.p. & 
¢.m.; tN. Ekstrum. sls. m 
WTCN-TV 615,000 
Miller C. Robertson, v. p. & ¢. m.: 

David Cole, s 
KROC-TV 117,000 55 
Williard Lampman, st. m.: Gerald 
A. Regnier. prom. pub. rel. d. 


MISSISSIPPI 


WCBI-TV—(4) July 13, °56 
WDAM-TV 


Marvin Reuben, g.m.; Tech Jones, 
sls. m. 
wsTv 147, = 


Owens F. Alexander, m.; Bill Car- 
lier, sls. m. 
‘LBT 


156,000 100 

Fred Beard, m.; Frank Gentry. 
sls. m. 

WTOK-TV 75,000 10 


Robert F. Wright, p. & g. m.; 

William B. Crooks, v.p. & c. m. 
wtwyv —_— oon 
Frank K. Spain, p. 


ducers, advertising agencies and 
their clients, TV film distribu- 
tors, music conductors, directors 


and. everyone in TV 


concerned 


i ramming. 
hee TY services offered by 
BMI will: 


* Assist in 


the selection or 


creation of music for films 


theme, background, bridge, 
or incidental mood music 


cue 


* Aid 


; ; ue . 
in music clearance Help pro 
tect music ownership rights 


Extend 


indemnity to TV sta- 


tions that perform our music 


on film. ; 
* Answer questions concern- 


ing copyrights, 
future residual usage, 


music right for 
and help 


solve all other problems con- 


cerning the u 


se of music on TV. 
Let BMI give you the 
TV Music Story today 


Call or write 


BMI TV FILM LICENSING 


DEPARTMENT 


BROADCAST MUSIC, INC. 


NEW YORK e 


CHICAGO * HOLLYWOOD 


TORONTO ¢ MONTREAL 
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Set Count (Cont'd from page 113) 


City 


Station Vhi Unf Color 





Billings 


Butte 


Great Falls 


Misecula 


Hastings 


Hayes Center 


MONTANA 
woee-ty 27,500 
Vv. “Bud” Clark, g.m.; 
Va Conner, ¢. m. 


KXLF-TV os 

E. - Craney, p.; Jim Manning. 

KFBB-TV 27,000 

J. P. Wilkins, p. & g.m.; W. C. 
Blanchette, st. m. & c.m 

KGVO-TV 24,870 

A. J. Mosby, p. & m.: 
Bader, loc. sls. m. 


John 


Hugh 


KHAS-TV 71,992 — 
Duane L. Watts, g. m.; Harry 

Packard, sls. m. 
KHPL-TV 92,726 _ 
F. Wayne Brewster, p. (Satellite 

of KHOL-TV. Holdrege). 
KHOL-TV 92,726 
Jack Gilbert, st. m. 
KOLN-TV 156,174 
A. James Ebel, g.m.; Thomas L. 

Young, sis. m. 
KMTV 362,452 800 
Owen , OX. VD. & g. m.: 
Arden a <. s. sls. m. 

150 


be a | 
B, vomnsty. aa. & g. m.: 
red ivener, ae 


KSTF 
— c. Grove, Ss. n.; C. 
e. m. ( te of MBC. 
TV Cheyenne, so 
NEVADA 


KLRJ-TV 32,000 15 
Bob Gardner, g¢. m.; Walter Den- 


nis, sls. m. 

KLAS-TV 28.600 

Marian ¥Y. Komar, g. m. & nat. 
sls m.; Alex Gold, loc. sls. m. 


KSHO-TV 


New Weston 


MADISON AT 50TH 


English Lounge 
Meeting place 
of.show business 


Two of the finest hotels in New 
York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 


and suites for permanent 
or transient residence. 
Ideal headquarters. 


Berkshire 


MADISON AT 52ND 


Barberry Room 
Where the celebrities 
go after theatre 
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City Station Vhi Uni Color | City Station Vni Unt Color 
Reno KZTV 21,750 WLOS-TV 317,909 _ 
= Huey, g. m.; William Stiles, Charles B. Britt, ex. v.p.; George 
. & oper. m. Norman, c.m. 
Charlotte SS « 536,630 ey 4 
‘ Char! Crutchfield, ex. v.p. 
xEW BAMPFSGIES gs. m. “Wallace J. Jorgenson, 
Manchester WMUR-TV 1,100,000 _ asst. mer. d. chge. sis 
Norman A. Gittleson, ex. v.p. & Durham WTVD 283,3! 68 
em. Gordon E. Moore, nat. Harmon L. Duncan, p. & £§. m. 
m. Mike Thompson, sis. m. 
Mt. Washing- whTw (See Poland Spring, Me.) Fayetteville WFLB-TV 20,000 _ 
ton William D. Bailey, m.; W. B. 
WFMY-TV 408,811 70 
. Greensboro y - 
NEW CORSE Gaines Kelley, ¢. m.; Joseph E 
Newark WATV 4,730,000 Lake, c. m. 
(NewYork) Irving R. Rosenhaus, p. & g. m.; Greenville WNCT 161,980 
aiich Penman eee. I estweh Gempbet, ©. m.: Joke 
SAQTV" Frm Og 195 0 
. Raleigh WNAO- ® 4 
NEW MEXICO John H. Bone, g. m.; Earl Welde. 
Albuquerque KGGM-TV 72,140 —_ c.m. 
A. R. Hebenstrent. p. & «. m.: Washington WITN 143,850 300 
Dusty Rhoads, c. m. W. R. Roberson, Jr.. p. & €. m.. 
KOAT-TV 62,000 T. H. Patterson, c. m. 
W.lter J. Stiles, v.p. & g.m.; Dave Wilmington WMFD-TV 93,850 — 
Carpenter, v.p. che. sls. R. A. Dunlea, Jr.. p.; Claud 
KOB-TV 73,019 O’Shields, loc. sls. m. 
Wayne Coy. p. & gs. m.: Rolf ’s. Winston- WSJS-TV 510,785 250 
Nielsen, sls. Belem Harold Essex, exec. v.p. & €.m.; 
Carlsbad KAVE-TV—(6) July "56 Harry B. Shaw, ¢€. sls. m. 
Boawell KSWS-TV 31,687 WTOB-TV 23,008 — 
John A. Barnett, o. & g. m.; Paul a G. Johnson, g. m., James 
B. McEvoy, sis. m. - Coan, sls. m. 
NEW YORK NORTH DAKOTA 
WODA 175,000 500 | Bismarck KBMB-TV 23,000 — 
(Schenee- Thomas S. Murphy, s. m.: Harry John W. Boler, p. & g.m.; Chester 
tady-Troy) L. Goldman, st. m. Rietan, ¢.m. 
Binghamton WNBF-TV 402,170 20 KFYR-TV 30,450 
George R. Dunham, g. m.; Andrew William Ekberg, g. m: A. L. ro 
G. Hubbell, g. sls. m. derson, sls. m. 
mingdale WPTZ 142,000* = Fargo WDAY-TV 90,210 65 
(Lake Placid- George BarenBregge, g.m.; Al La Jack Dunn, st. m.; Tom Barnes, 
Plattsburgh) France, sls. m. *Plus 150,000 sis. m. 
Canadian coverage. ; <NOX-TV 37, oe 
Buffalo WBEN-TV 525,819 200 Cee ee eee es ee 
as + inge 49 st. m.; Nicholas Robert Lukkason. nat. sls. m. 
- Matter, sis. m. Minot KCJB-TV 
WBUF-TV . 202,400 —_/ John W. Boler, D. a g.m.; Chester 
Charles Bevis, g¢.m.; Bill Decker, Rietan, ¢c. m. 
_sis. m. ; Valley City KXJB-TV 105,000 100 
WGR-TV 531,668* 216 John W. Boler, p. & ¢. m.; Wm. L. 
J. Joseph Bernard, v.p. & §.m.; Hurley, nat. sls. m. 
G. Paschall Swift, sls. m. *Plus P 
559,361 in Canada. 
Cc e WCNY-TV 84,619* — OHIO 
(Water- Louis Saiff, Jr.. g.m.; Alfred M. 
town) Tauroney, nat. sls. m.; *Plus Akron WAKRE-TV 174,066 —_— 
50,100 in Canada. S. Bernard Berk, p.: Roger G 
Elmira WTVE —_ Berk, v.p. & g.m. 
Thompson K. Cassel, p. & g.m.; Ashtabula WICA-TV 116,285 _ 
Howard Green, ¢.m. John A. Colin, g. m.; Donald 
Hagaman WCDB =— _ Fassett, bus. m. 
kingston WKNY-TV 42,000 _ Cincinnati WCPO-TV 764,800 — 
Robert M. Peebles. v.p. & gs. m.; M. C. Watters, vp. & g. m.: 
Don Maclsaac, sls. m. G. C. Miller, asst. g¢.m. 
New York WABC-TV 4,730,000 _ WKRC-TV 767,728 & ,000 
Robert L. Stone, g. m.; Joseph David G. Taft, ex. v.p. & £. 
Stamler, sls. m. Robert T. Schlinkert. ¢. ‘- m 
WABD 4,730,000 3,000 WLW-T 525, 92 
Bill Adler, sls. m. R. E. en. p.; James J. Crane, 
WATYV (see Newark) sls. 
WCBS-TV 4,730,000 3,000 Cleveland KYW TV 1,174,004 107 
Sam Cook Digges, ¢. m.: Frank Rolland V. Tooke, v. p. & g. m.; 
Shakespeare. els. m Albert P. Krivin, sls. m. 
WOR-TV 4,730,000 WEWS 1,217,000 
Gordon Gray, exec. v.p. & om.: James C. Hanrahan, ¢. m.; John 
Charles Philips, sls. m. H. Foley. loc. sls. m. 
WwPIx 4,730,000 3,000 WIw-TV 1,159,640 sid 
Fred M Thrower, v.p. & g.m.; Ben Wickham, mng. d.; Frank 
John A. Patterson, sls. m. Barron, loc. sis. m.;: 
WRCA-TV 4,739.000 000 6 Celumbus WBNS-TV 500,400 — 
Thomas B. McFadden, g.m.; Jay J. Richard A. Borel, tv d.: Robert 
Heitin, sls. m. D. Thomas, sls. m. 
Rochester WHAM-TV 310,000* 200 WLW-C 351,000 900 
William Fay. p. & g. m.; suhe w. James Leonard, v.p. & &. m.: 
Kennedy, Jr., v.p. & ¢. m. Charles Dodsworth, sls. m. 
* Plus 75,000 Canadian a WTVN-TV 381,451 _ 
WHEC-TV 327,000* 200 Joseph W. McGough, g. m.: Reb 
C. Glover DeLaney, v.p. & g. m ert C. Wiegand, asst. g. m. 
LeMoine C. Wheeler, g. sls. m Dayton WHIO-TV 511,310 
*Includes 31,500 Canadian Robert H. Moody, g. m.; Walter 
coverage. E. Wolaver, c. m. 
WVET-TV 327,000* WLW-D 331,000 oe 
Ervin F. Lyke, p. & g. m.; H. Peter Lasker, v.p. & g. m.: 
Arthur Murrellwright, g. sls. m. Dale Smith, sls. m. 
* Includes 31,500 Canadian cov- Lima WIMA-TV 88,519 — 
erage. Robert W. Mack, v.p. & g. m.: 
Schenectady WRGB 481,500 J. L. Spring, tv sls. m. 
oS .. eee eee : Rob Steubenville WSTV-TV 1,236,747 - 
levneune WHEN-TV 374 — 650 John J. Laux, exec. v.p. & g. m.: 
, oa. ages : Joseph M. Troesch, asst. ¢. m. 
Paul Adanti. vp. & g. m.: 
Frederick Menzies, ¢c. m. Toledo WSPD-TV 406,975 90 
WSYR-TV 372,160 300 Allen L. Haid, v.p. & mng. d.; Bill 
E. R. Vadeboncoeur, p. & g. m.; Ashworth, nat. sls. m. 
W. R. Alford. nat. sls. d. Youngstown WFMJ-TV 180,304 150 
Utica WKTV 207,009 250 William F. Maag, Jr., p.; Mitchell 
Michael C. Fusco, g. m. & sls. m Stanley, st. m. & sls. m. 
we ane 202,534 300 
NORTH CAR W. P. Williamson, Jr., p gs. m.: 
aeecemas J. L. Bowden, st. = 
Asheville WISE-TV Zanesville WHIZ-TV 


40,000 —_ 
Harold H. Thoms, g. m.; Joseph 


J. Master, c. m. 


Allan Land, mne. d.: . Milder. 
sie. d. 















































City Station Vht Unt Color City Station Vhi Uhf Color City Station Vhi Unt Color 
WSBA-TV 116,450 — | Jehnson City WJHL-TV 185,316 _ 
@KLAHOMA Louis J. Appell, Jr.. p. oa Sameneten, Jr., V.D.. 6. m 
| m 
Ada KTEN 91,407 | Knoxville WATE-TY 229,360 Oa 
a age vp. & 6a: & Brewn RHODES ISLAND w. H. 4 s. m.; John T. 
jorris, sec. treas. m. 4 McCloud, c. m. 
Ardmore  KVSO-TV—(12) July 29, °56 Cee ee bee ee os ee | WIVK 155,877 120 
Enid + emg Lia ee @ — hosian, sis. m. _ one A. t eemeenen Dp. &. m 
George S sec. m. 1 1o4.: = & sis. 
Lawten KSWO-TV 70,000 William 8. Cherry, Jr. p WBIR-TV—(10) Aug. 1, °S6 
Ross B. Baker, st. m.; Al Shore, ¥ a | Memphis WHBQ-TV 425,60 — 
. m. | John Cleghorn, v.p. & ¢.m.; Tom 
Muskogee = KTVX_ 317,000 | ae SOUTH CAROLINA Ragland, sis. m. 
. A. Blust, Jr., v.p. & g. m.; Ben a . - wMCT 425,607 210 
Holmes, nat. sls. d. Charleston WCSC-TV 242,591 — | H. W. Slavick, ¢. m.; Earl More- 
Oklahoma KWTV 378,110 100 Roland Weeks, m. & nat. sls. m.; | land, st. m. 
City Edgar T. Bell, v.p. & g.m.: Fred Ralph B. Thornley, renl. sis. m. | WREC-TV 
L. Vance, sls.m. WUSN-TV 212,637 : Hoyt B. Wooten, g.m.; Charles 
WKY-tv 387,508 - 118 J. i © sm: | Brakefield, cm. 
-_A. Sugg, ex. v.p. st. m.; e - - bert. ¢. m. Nashville WLAC-TV 384,173 = 9 
John Haberlan, nat. ¢c.m. Columbia WIS-TV 206,126 Some T. B. Baker, Jr., ex. vp. & € : 
Tulsa 316,512 60 Charlies A. Batson, mng. d.: Law Robert Mi; Rencchle, nat. cs. m= 
C. Wrede Petersmeyer, p. & ¢. m.: Epps. sis. m WSIX-TV 277,030 
Jim Richdale, cm. & asst. ¢.m. WNOK-TV 120,000 -_— | R. D. Stanford, Jr. p. & ¢. m.: 
KV00-TV 316,512 300 H. ae ae McElveen, Jr., Vv. D.. | E. S. Tanner, v.D. 
Cc. B. Akers, g. m.; John Devine, | WSM-TV 277,305 165 
c. m. Florence warw 154 Seda } John H. DeWitt, p.; Irving Waugh, 
J. ‘y 5 ao d.; John } e.m. & asst. to p. 
OREGON Greenville | WFBC-TV 435,768 —_— 
Eugene KVAL-TV 61,550 _ B T. Whitmire, ¢. m.: R. c bs 
w. . s. m.; Glenn Glass, Jr., sls m. | Abilene KPAR-TV (see Sweetwater) 
” Nickell, sls. Spartanburg WSPA-TV KRBC-TV 59,790 = 
Klamath Fails KFJI- TV) _ 56 Walter J. Brown, p. & g.m. John Kelly, st. m.; Forest Lane 
— Jerold B. P ale P. UTH | Amarille KFDA Tw met641 
erold R. Poulos, m.; Edward P. ma - ’ — 
— sls. m. se DAKOTA Ed a gs. m.; Dan Hayslett, 
Portland KLOR 40,000 < TW | opertns, m. 
$. John Schile, g. m.: Jack Was- Florence KDLO-TV 181,035 —_— | KGNC-TV 84,763 100 
Joseph L. Floyd, p.; E. A. Nord, 4.: 
san, loc. sis. m. , | Bob Watson, st. m. & pem. d.; 
- 4 gs. m. & sis. m. (Satellite of ; 1 
gy eg ase KELO-TV Sioux Falls.) an Bae. 7 ie. we : 
C. Howard Lane, v.p. & mng. d.; Rapid City KOTA-TV 17.420 Austin KTBC-TV 157,42: 17 
John L. Palmer, ntl. sis. m. Leo D. Borin, g. m.; Jack A. ie. J. C. Kellam, ¢. m.; 0. P. (Bob) 
KPTV 356,442 500 ley, sls. m. | —_— . — g. sis ee 
Frank J. Riordan, mng. d.; Donald c TV ‘ a umen = 
Tykeson, nat. sls. m. ee . e — oy ee Randolph C. Reed, p. & g.m. 
Roseburg —_ Pi gs. m. & sis. m. gp af Ae &ec m : 
ae Seen eee. ae. Louis Durst, sis. m. 
TENNESSEE | Big Spri KBST-TV 48,453 _ 
PENNSYLVANIA seamen William J. Wallace, p. & ¢. m 
teen FBG a Chattanooga WDEF-TV 177,835 John McMinn, ails. m. 
a . ba PR gg ot d.: George Harold E, Anderson, g. m. Otte 4 Corpus KRIS-TV . 
a, oper. m = Segler, sls. m. “Gurieti = a Smith, o as m.: W.M 
P : 5 WRGP-TV Bikner, v. p. che. sls 
Bethlehem WLEV-TV 71,450 ms : 
“2 Harry S. Stone, st. m. KVDO-TYV 54,500 —_ 
Elwood C. Anderson, st. m.; George os “7 . 
H. Bttele, c. m. Jackson WDXI-TV 102,385 Se, Se. & &: Se 
Easton WGLV 94,635 _— Aaron B. Robinson. p. & gs. m.: » & i 7 
Charles Thon, g.m.; Nelson S. John E. North, sls. m. (Continued on page 116) 
Rounsley, bus. m. & nat. adv. m. — = —— 
Erie WICcU 223,500 300 
Ben McLaughlin, ¢. m.: Karl R. HOW ADVERTISERS 
eison, c. m. 
WSEE 96,760 _ 
Frank B. Palmer, g. m.; Jay Sond- GET THE MOST 
heim, sls. m. 
tenses mee ‘_ OUT OF TELEVISION 
c. 
eta Dead. Ee _ In its current series of Product Group Success Stories, TELEVISION AGE goes 
WPA 193,002 ra deeply into each field of business, then outlines in detail the many ways firms in these 
Donald D. Wear, g. m.; Allen P. fields have met their problems through television advertising. 
pe wales sls. m. gages Each article includes dozens of actual television success stories. We believe this hard 
Richard y, Datiehiad © ws. & we. hitting material will help show hard-to-sell prospects how they can use tv to build sales. 
i ae i ee of the first eleven articles in this series are available at 25¢ each, 20¢ in lots 
WJAC-TV 975,131 43 of 10 
Teal & Gee me: debe or more. Just fill out the coupon below. 
wl calling al. i. Pet et ce een 
Lancaster WGAL-TV 912,950 30 eader 's Service ] 
Harold E. Miller, st. m.; Leroy K. I j 
Strine, c. m. mY . 
Philadelphia WCAU-TV 2,094,852 3,500 Television Age 444A Madison Avenue, New York 22, N. Y. | 
wag . a eee oS: I Please send me reprints of the follewing Produet Greup Success stories: : 
wouLey 2,105,636 1,000 “Bakeries and Bakery Products,” __ copies l 
Roger W. Clipp, g. m.; Kenneth { “Dairies and Dairy Products,” __ copies 1 
W. Stowmen, gen. sis. m. a > aie s 2 ] 
WRCV-TV 2,088,318 1,000 1 ‘Banks and Savings Institutions,”__ copies 
Lloyd E. Yoder, vp. & g. m.; “ a) : 
Theodore Walworth, sls. m. Dry Cleaner: s and Laundries,” ______ copies | 
WSES (29) Oct. 56 “Groceries and Supermarkets,” copies l 
Pittsburgh KDKA-TV 1,200,000 1,500 I - - ~~ <a . 
Harel ©. Lund, vp. * g. m.; { Furniture and Home Furnishings,” __ copies 
oy! apman, sis. m. “ sts. ” . 
WENS % 110,000 a — ~ one Estate, — - copies ; 
. Israel, v.p. & ¢. m. ewe: tores a anufacturers, copie 
Vera Oldenburg, sls. serv. m. | - ey fa —— ! 
wn W WIIC 1) July ‘SG. at { ‘Nurseries, Seed and Feed, copies " 
. —_ “« ° ° . ” . 
. Humboldt J. Greig, p : | Hardware and Building Supplies, ___ copies i 
Seranton WARM-TV 250,000 a I “Soft Drink Distributors,” copies ! 
William Dawson, v.p. & g. m.: I i ; | 
Sam Feigenbaum, loc. sls. m. 
WGBI-TV 276,000 100 | | Name ——— 
Robert E. McDowell, st. m.;George I 
D. Coleman, g. m. & sls. m. {| Position he 
Wilkes-Barre WBRE-TV 302,000 150 1 
David M. Baltimore, v.p. & ¢. m.: { Cc j 
Ernest Lewis, sls. m. | ompany ata ae. 
WILK-TV 300,000 _ { l 
— = E. , a. 8 ex. ie Thomas { Address e ] 
Williamsport WRARTV (36)  Seemmer °S6 . a ! 
= Stee eee at 1 ko ies 1463 
ic ° ure, st. m. e.m.; 
J. Edward Schwalm, sls. prom. C0 I enclose payment 0 Bill me | 


m. 
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City 





Set Count (convd jrom page 115) 


Station Vhti Unt Color 





KFIJZ-TV 540,930 


Dallas 
(Ft. Worth) Charles B. Jordan, v.p. Bg gs. m. 


El Paso 


Fort Worth 
(Dallas) 
Galveston 


Harlingen 


Lubbock 


Lufkin 


nd 


Odessa 


San Angelo 
San Antonio 


Dale Drake, nat. sls. 
KRLD-TV v 250 
Roy M. Flynn, st. m.: Gene Cuny. 


e. mM. 
WFAA-TV 564,080 


150 

Ralph Nimmons, st. m.; Mike 
Shapiro, c. m. 

KROD-TV 90,778 46 


Val Lawrence, v.p. * gs. m.; Dick 
Watts, gen. sis. m. 

KTSM-TV 34,821 8 

Karl O. Wyler, p. & g. m.; . ae 
T. Chapman, v.p. “4 sls. 


KOKE—(13) July °5 

WBAP-TYV heneeo” 700 

George Cranston, st. m.; Roy 
Bacus, ¢. m. 

KGUL-TV 445,790 —_ 


Paul E. Taft, p. & g. m.; Robert 
S. Wilson, eg. sls. m. 


KGBT-TV 81,875 _ 

Troy McDaniel, g. m.; Ingham S. 
Roberts, c. m. 

KGUL-TV (see Galveston) 

KPRC-TV 415,000 100 

Jack Harris, v.p. & g. m.; Jack 
McGrew, asst. m. & c. m 

KTRK-TV 485,000 360 


Willard E. Walbridge, exec. v.p. & 
g. m.; Bill Bennett, c. m. 
KHAD-TV 9,000 


Cleo E. Long, st. m.; John A. 
Snyder, sls. m. 

KLTV (see Tyler) 

KCBD-TV = 116,237 100 

Joseph H. Bryant, 


KDUB-TV 122,150 28 
W. D. (Dub) Rogers, p.: E. A 
(Buzz) Hassett, nat. sls. m. 
KTRE-TV 50,150 —_— 


Richman Lewin, v.p. & g. m.: 
Murphy Martin, sls. m. 

KMID-TV 54,000 

Ray Herndon, g.m.: Lambert Cain, 


ec. m. 

KOSA-TV 78,500 —_ 

John Vacca, st. m.; Ed Costello, 
sls. m. 


KTXL-TV 44,309 
J. H. Hubbard, g. .m. & sls. m. 
KCOR-TV 75,000 — 


Nathan Safir, ¢. m.; Ben Tam- 
borello, sls. m. 
KENS-TV 305,153 117 


Albert D. Johnson, g. m.: Wayne 
Kearl, nat. sls. m. 
b<— AI-TV 308,849 bd 
ames M. Gaines, v.p. & 
Ed V. Cheviot, c. m. > 


Sweet water KPAR-TV 62,469 — 
Dan C. Guthrie, st. m.: E. A 
(Buzz) Hassett, nat. sls. m. 
Temple KCEN-TV 145, 190 
Gene Lewis, st. m.; Burton Bishop, 
g.m. 
Texarkana KCMC-TV 161,840 
(Tex.-Ark.) Walter M. Windsor, g.m.: Richard 
M. Peters, nat. sls. & prom. d. 
Tyler KLTV 103,000 — 
Marshall H. Pengra. ¢. m. 
Waco KCEN-TV (see Temple) 
KWTX-TV 123,000 — 


M. N. Bostick, v. p. & £. m.: 
John M. Brinegar, sls. m. ; 





oe i! Scripps Assoc. 





Detroit 26, Michigan 


Consultants 
1005 Kales Building 


WOodward 3-1750 











Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


Gamera EQuipment ©. 


315 West 43rd Street, New York 36, N. Y. 


JUdson 6-1420 
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City Station vhi Unt Color 
Weslaco KRGV-TV 74,685* — 
Byron W. Ogle, exec. d. & & 
Kenneth E. Markel, nat. & ‘ren. 
ec. m. *Plus 8,000 in Mexico. 
Wichita Falls KFDX-TV 105,135 1 
Howard H. Fry, exec. v.p. & ¢.m.; 
Bob H. Walker, g.m. sls. 
KSYD-TV 119,734 — 
Sid Grayson, p. & g. m.; Bob Cain, 
ec. m. 
UTAH 
Salt Lake KSL-TV 203,000 175 
City D. Lennox Murdoch, v.p. & g. m. 
Edward B. (Ted) Kimball, g. 
sls. m. 
KTVT 203,000 1 75 
G. Bennett Larson, p. & gs. m. 
Harold Wooley, tv sls. m. 
KUTV 208,336 
Brent Kirk, st. m. & g. sls. m. 
VERMONT 
Burlington WCAX-TV 156,000 _ 
Stuart T. Martin, g. m.; John A. 
Dobson, sls. m 
VIRGINIA 
Hampton WVEC-TV (see Norfolk) 
Harrisonburg WSVA-TV 135,552 as 
Hamilton Shea, p. & m.; Howard 
C. Evans, sls. m. 
Lynchburg WLVA-TV 308,675 _ 
Philip P. Allen, v.p. & ¢. @m.; 
Joseph F. Wright, Jr., sls. m. 
Norfolk WTAR-TV 397,728 50 
Campbell Arnoux, p. & §. @™.; 
Robert M. Lambe, gen. sls. m. 
WVEC-TV 178,000 150 
Thomas P. Chisman, p. & ¢. m.; 
Harrol A. Brauer, Jr., vp. & 
sls. d. 
Petersburg WXEX-TV 415,835 200 
Irvin G. Abeloff, v.p., mng. d. & 
nat. sls. m.; George R. Oliviere, 
loc. sls. m. 
Portsmouth WTOV-TV a 
~ Vv. Bamford, g. m. . Winston 
right. c. m. 
Richmend w RVA. TV 
Barron Howard, v.p. & ¢€.m.; 
James D. Clark, Jr., sls. m. 
WTVR 503,317 300 
Wilbur M. Havens, st. m. & c.m.; 
Walter A. Bowry, Jr., asst. st. 
m. & asst. c.m. 
Roanoke WDBJ-TvY —— — 
Ray P. Jordan, mng. d.; John W. 
Harkrader, asst. mne. & 
ec. m. 
WSLS-TV 445,198 150 
James H. Moore, ex. v.p.;: Horace 
Fitzpatrick, asst. & c. m. 
WASHINGTON 
Bellingham KVOS-TV 229,368 
a & Jones, p.; Fred Elsethagen. 
Pasco KEPR- TV 60,400 —_— 
Thomas C. Bostic, v.p. & m.; 
H. R. Cary. sis. m. (Sate! ite of 
KIMA-TV, Yakima) 
Seattle KING-TV 506,100 340 
(Tacoma) Otto P. Brandt, v.p. & g. m.; A. 
P. Hunter, c. m. 
KOMO-TV 506,100 340 
Ww. W. Warren, ex. v.p. & g. m.: 
Bill Hubbach, g¢. sls. m. 
KTNT-TV 506,100 310 
Len Higgins, m.; Larry Carino, 
¢. m. 
KTVW 196,961 om 
William Veneman, g. m.: Robert 
Kilpatrick, c. m. 
Spokane KHQ-TV 166,950 60 
Richard O. Dunning, p. & ¢. m.; 
Birney Blair, c. m. 
KREM-TV 172,798 150 
Louis Wasmer, owner; Robert H. 
Temple, g. m. 
KXLY-TV 173,358 7 
Richard E. Jones, v.p. & €. m.: 
James Agostino, sls. m. 
Tacoma KTNT-TV (see Seattle) 
(Seattle) KTVW (see Seattle) 
Yakima KIMA-TV 60,400 - 
Thomas C. Bostic. vp. & g.m.; 
H. R. Cary, els. m. 
WEST VIRGINIA 
Bluefield WHIS-TV 209,757 et 
a... ae ——— st. m.; John 
Shott. sls. 
Charleston WCHS-TV 198, 381 150 
John T. Gelder, Jr.. ¢. m.; John 
L. Sinclair, Jr.. sis. m. 
WHTN-TV (see Huntington) 
WSAZ-TV (see Huntington) 
Clarksburg ona. TV—(12) Spring 56 
Huntington WCHS-TV (see Charleston) 


WHTN-TV 203,000 
Fred Weber, p. & nat. sls.; 
A. Miller. loc.-renl. 


George 
sls. m. 


City 


Oak Hill 
(Beckley) 
Parkersburg 


Wheeling 


Eau Claire 


Green Bay 


La Crosse 


Madison 


Marinette 
(Green Bay) 


Superior 


Wausau 


Whitefish Bay 


Cheyenne 


Anchorage 


Fairbanks - 


Juneau 


Walluku 


Mayaguez 


San Juan 


Station vVhi Unt Color 
WSAZ-TV 650,896 300 
——- H. ——— Il, vp. & 

Robert E. White, sls. m. 


WOAY. TV 357.230 = 
Robert R. Thomas, Jr., o. & ¢. m.: 

Mik Ludington, sls. m. 
wt 


40,502 — 

Milton F. Komito, st. m.: Jerry 
Burns, sis. m. 

WTRF-TV 314,400 110 


Robert W. Ferguson, ex. v.p. & 


g. m.: H. Needham Smith, sie 
m. 
WISCONSIN 

WEAU-TV 122,560 25 


Leo Howard, g¢. m. & c. @m.; 
Richard Kepler, st. m. 
WBAY-TV 235,000 


Burke Farquhar, st. m.; Robert 
C. Nelson, sis. m. 
WFRV-TV 239,310 = 


Don C. Wirth, v.p. & g.m.; Ward 
O. Gage, rgnl. sis. m. 
WMBV-TV (see Marinette) 


WKBT 110,000 _ 

Howard Dahl, g. m.; Robert Z. 
Morrison, Jr., sls. m. 

WKOW-TV 127,250 200 


Ben F. Hovel, g. m.; Robert 
Leomer, sls. m. 

WMTV 140,000 _ 

Morton J. Wagner, st. m.; Peter 


P. Theg, sis. m. 
WISC-TV—(3) July °56 
WMBV-TV 211,440 
Joseph D. Mackin, g. m.; william 

R. Walker, tv. m. 


WISN-TV 782,500 
—, B. Soell, tv d.; L. A. Larson, 
wrMi- TV 781,222 220 


Walter J. ee g. m.; Neale V. 
Bakke, sls. 

WXIX 398,255 a 

Edmund C. Bunker, st. m.; Theo- 
dore F. Shaker, els. m. 

KDAL-TV (see Duluth, 

WDSM-TV (see Duluth, Minn.) 

WSAU-TV 91,300 — 

George T. Frechette, v.p. & ¢. m.; 
Richard D. Dudley, asst. ¢. m. 
& ec. m. 

WITI-TV — 

J. I. Meyerson, g¢.m.; William E. 
McC!enahan, asst. sls. m. 


Mian.) 


WYOMING 


KFBC-TV 49,000 _ 
Wm. C. Grove, g. m.; Charles P. 
Cahill, c. m. 


ALASKA 


KENI-TV 23,000 
Alvin O. Bramstedt, g¢.m.; 
G. Duncan, sls. m. 
KTVA 21,000 —_ 
A. G. Hiebert, g. m. 
KFAR-TV 8,600 — 
James G. Duncan, g. m. & chf 
: Phil Howarth, els. m 
8,750 — 
Walter A. Welch, m.; A 
Griffin, c. m. 
KINY-TV — 
Wm. J. Wagner, ¢.m.; 


James 


Joe Man- 
gan, sls. m. 
HAWAII 
KHBC-TV 93,382 _ 
J. Howard Worrall, p. (Satellite 


of KGMB-TV, Honolulu) 
KGMB-TV 93,382 — 
Melvin B. Wright, m.; Charles 
Crockett, sls. m. 


KONA 91,782 — 

John D. Keating, p. & g.m.; James 
W. Spencer, nat. sls. m. 

KULA-TV 78,000 a 

Jack A. Burnett, exec. v.p. & 
g. m.: M. Franklyn Warren, 
ge. sls. m. 

KMAU 93,382 


J. Howard Worrall, p. (Satellite ‘ot 
KGMB-TV, Honolulu) 
KMVI-TV 3,200 


Ezra J. Crane, g.m.; Richard E. 
Mawson, st. m. 
PUERTO RICO 

WORA-TV = 25,000 

Alfredo R. de Arellano, Jr., p. & 
g. m.: Reinaldo M. Dupont, 
asst. m. & c. m. 

WAPA-TV 100,000 — 

David H. Polinger, g.m.; Camilo 
Fraticelli, sls. m. 

WKAQ-TV 75.000 — 


Rafael Delgado Marquez, ¢. m.: 
Jorge Luis Rivero, sis. m. 








Cohen (Continued from page 110) 


agency for Charles Antell during its 
heyday.) 

Every timebuyer has an assistant, 
each of whom has been trained to help 
other buyers besides his boss, when 
needed. For broadcast media, there 
are also three estimator clerks who 
rank beneath the assistant timebuyers. 
In addition, the departmental space 
buyer, her assistant and clerical and 
stenographic workers make a total of 
some 32 people who report to media 
director Stott. 

Selecting the various media to be 
used in an advertising campaign and 
deciding how much to spend on each 
one is done by agency principals when 
they plot the basic campaign. It is 
work at that policy level, client’s plan- 
ning meetings, that requires a good 
deal of Mr. Stott’s attention as the head 
of media. 

The only real problem he sees with 
television is its being limited by the 
clock. “With a print shortage, there 
are a few solutions,” he muses, “but 
we'll never get more than 24 hours a 
day for telecasting.” Packaging ac- 
counts, he notes, which require great 
frequency to retain brand loyalty, plus 
a low unit-advertising-cost, frequently 
find that spot is just about the ideal 
medium. But spot buying, he adds, “is 
the toughest job in the agency.” 


Beth Black the Expert 


The expert at Harry B. Cohen is, 
as mentioned previously, Beth Black. 
And although the agency’s spot ac- 
counts have obviously been booming, 
she concedes that the upswing in vol- 
ume is still “terrific.” Perhaps an even 
more impressive note this summer, 
however, is that there is less of a sea- 
sonal “falloff.” She feels that, as in 
the early days of radio when broad- 
casters were given a summer hiatus, 
but newspapers were employed for 52 
weeks of the year, so now is television, 
too, becoming so standard a medium 
that it is retained on a year-around 
basis. 

Part of the added volume comes, of 
course, from the increased budgets of 
advertisers already in spot. Part, too, 
comes from new-to-tv sponsors who 
are entering the medium on a test or 


(Continued on page 118) 








This service package makes 
YOUR TV DOLLARS COUNT 
FOR MORE ON CHANNEL 4 


... Buffalo 


When you're buying time in Buffalo, buy the service 
package packed with powerful selling impact. Buy 
WBEN-TV! 






WBEN-TV is the top television station of rich 
Western New York . . . On the air since 1948, 
WBEN-TV has the experience and performance 
record that guarantees perfect handling of com- 
mercial copy. Whether “live” or filmed, your 
promotional effort is in the hands of trained, tested 
experts — men who know the importance of proper 
product presentation. 










To the people of Western New York, WBEN-TV 
is the prestige station — the one they view most 
often, see best and to which they are most loyal. 


That’s a big package — and WBEN-TV delivers 
it every time. 


WBENGCTV currac. on & 


CBS BASIC 


41 ed | ef le Le ae ed ted od ed oll ad tad Ladd te te nee 
FP 7 A ee ee ee 


Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, Inc. 
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Cohen (Continued from page 117) 


carefully budgeted basis, via spot. 
And, Miss Black points out, that any 
company using tv is compelled to buy 
on a spot basis “if it’s introducing new 
products gradually, market-by-market, 
rather than on a nation-wide basis.” 
This movement toward spot has long 
since made some market situations 
quite “tight,” she observes, but rising 
costs, which have begun to force some 
advertisers out, may ease that some- 
what. “Television,” Miss Black under- 
lines, “may seem ‘economical’ but it is 
still a big chunk out of a budget.” 


No Easy Answer 


A buyer whose personal reputation 
and prominence are acknowledged by 
advertising and station personnel, alike, 
Miss Black insists there’s no single 
strategy for making a good buy, that 
every placement is different and that 
each has its own requirements. While 
we’re interested in ratings, she explains, 
we don’t work from a pattern. “We 
try to think beyond the slide-rule ap- 
proach to buying.” 

She admits that she and her buyers 
perhaps have “more tenacity” than a 
lot of others, that they don’t just give 
up and settle for second best. “If you 
don’t get the first station, you must be 
ingenious about the second one,” she 
advises. “There’s just as much of a 
trick in buying on a second or third 
station as there is in selling it.” 

Buys on any station— or on any 
network — are not underrated at the 
Harry B. Cohen office. “Television is 
a must,” vice president Frank Brady 
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Calling All Color Stations 
“JOHNNY THE GIANT KILLER” 


60 minute feature cartoon in Technicolor 
Available now on library deal 
ATLANTIC TELEVISION CORP. 

130 West 46th Street, N. Y. C. 
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emphasizes. “Ty is 
today.” 

And Mr. Brady knows whereof he 
speaks since his job of account super- 
vision requires delivery of client re- 
ports annually, if not semi-annually, 
to every account in the house. These 
reports give a quick background of the 
product’s field as a whole, a history 
of the client’s own operations within 
that field for the year and, notably, 
sales changes. In short, says Brady, 
the client report is a work report. 

“In here, we plan from scratch; the 
account executive organizes the client 
report, fully armed with the ideas, con- 
cepts and philosophies of the agency’s 
top executives — plus the ideas of the 
client.” 


selling magic 


“When we get an account,” Mr. 
Brady continues, “we live with the 
client — it’s not merely an advertising, 
but a complete business relationship. 
The agency acts as architect in a com- 
plete ‘fitting together’ from the be- 
ginning.” 


Close Liaison 


Pointing to the remarkably close 
liaison between agency and advertiser 
that results, he says, “The less you 
have in between, the more you elim- 
inate misconcepts, misunderstanding 
and a waste of time.” 

Perhaps the most important part of 
every client report is the A. to S.— 
the advertising-to-sales ratio. The A. 
to S. is just what it sounds like, the 
relationship of a client’s sales to his 
advertising expenses in a given market. 
This is drawn up—and watched — 
not only on a current, county-by- 
county basis, but also, of course, in 
terms of the sales potential. That 
means that, before any advertising is 
placed, each market must be carefully 
judged on the availability of media, 
their effectiveness there and, of course, 
the advertiser’s competitive situation 
locally. 


Must Be “Important” 


“In any medium,” says marketing- 
media-research expert Brady, “you 
must be important in it or you don’t 
belong in it. That’s why, in spot, we 
urge clients not to use a single an- 
nouncement a week in a market like 
New York, but a weekly schedule of 
at least 20.” 


Close attention to every A. to S. for 
every client has made the agency mark- 
edly alert to actual sales conditions. 
At the start of the year, the agency 
will advertise in all a client’s markets 
in order to develop sales as a whole. 
Then, after a semi-annual A. to S. 
check, the Cohen Co. will cut back 
in markets that aren’t producing the 
proper results and, for the second half, 
reinvest even more in those that are 
showing strength. This technique has 
shown that sales of national products 
tend “to peak” in the largest markets, 
especially for manufacturers who, with- 
out intricate sales networks, must rely 
on wholesalers and comparable sources 
for distribution. 


Major Market Importance 


One direct result, of course, is that 
media in major markets become more 
important and, accordingly, promotion, 
too, is magneted to large-population 
areas. In fact, Mr. Brady remarks that 
about 12 cities in the country support 
some 60 per cent of the national 
market. 

“Advertising doesn’t make sales,” he 
summarizes, “it helps make them. Sales 
mean movement of the product. Get it 
in distribution and keep it there via 
a combination of sales and 
tising.” 

Quite in agreement with him is the 
agencys head man, Harry Cohen. 
“We've always been heavily slanted 
toward the electronic media,” he ex- 


adver- 


plains, “and for only one reason — 
they are able to produce sales for our 
clients.” 


Prosperous Future 


What’s for the future? Well, it cer- 
tainly looks as though business as a 
whole should continue to prosper. 
“Per-capita consumption has not be- 
gun to keep pace with the economic 
growth of the country,” Mr. Cohen 
says, noting that the growth in pop- 
ulation and purchasing power, alone, 
promise still wider horizons than those 
now in view. 

The role for agencies, of course, is 
to help achieve the per-capita potential 
through more and better advertising. 
And at the Harry B. Cohen Advertis- 
ing Co., they'll be doing it, not sitting 
down on, but standing up on a three- 
legged stool. 











Public Int. (Cont'd from page 45) 


would be surprised if they knew just 
what great pains are taken by most 
television stations to be sure that they 
adhere to the Television Code . 
WCBS-TV, in addition to adhering to the 
Television Code, has its own policies 
which go even beyond the Code in 
areas of good taste and commercial 
treatment.” 

An outstanding example of the kind 
of public service which stations are 
doing in nearly every market is that of 
wtvJ Miami, which just won the Alfred 
P. Sloan award for its support of the 
highway safety campaign in the Miami 
area. But supporting the Dade County 
Citizens Safety Council with a number 
of programs, spots and mentions as 
well as a regular police department 
show which featured a monthly safe- 
driving award, the station so impressed 
the National Safety Council that it was 
given the award for the second time. 

In the TV AGE survey of public serv- 
ice telecasting by stations the logical 
progression of value in time donated is 
easily noted. As the station rates in- 
crease the value of the time given away 
goes up. The amount of time itself 
seems fairly stable. The number of 
announcements and ID’s given to pub- 
lic service causes by the smallest sta- 
tions in the first quarter this year was 
919 while the largest stations gave 
away only 400 more or 1,337. 


Small Stations 


Small stations reporting in the Tv 
AGE survey, those with Class A hourly 
rates of $250 or less, averaged 919 an- 
nouncements and ID’s during the first 
quarter of 1956. The value of these 
averaged $29,749. An average of 125 
complete programs was telecast in the 
public interest, which took 56.5 hours. 
Value of these programs averaged 
$16,804 for each station over the three- 
month period. 

Station personnel’s time devoted to 
these programs is difficult to figure but 
was estimated to average $2,049, mak- 
ing the total value of time and effort 
donated to public interest telecasts on 


the average small station come to 
$48,602. 

Slightly larger stations, those with 
Class A hourly rates of $251 to $500, 


averaged about the same number of 





announcements and IDs for public in- 
terest causes as did the smallest sta- 
tions — 911. These were slightly more 
valuable, however, at the higher rate, 
coming to $35,612 on the average. 
More service programs were telecast, 
an average of 179, which took 71.6 
hours of station time during the three- 
month period and were valued at reg- 
ular rates at $19,205. The time of 
station personnel devoted to these tele- 
casts averaged $4,600 per station, mak- 
ing the total value of these free telecasts 
$60,417 on the average station in the 
class during the three-month period. 


Medium-Sized Stations 


Stations which might be designated 
as medium-sized, those with Class A 
hourly rates of between $501 and $900, 
averaged 
ID’s during the quarter. The 989 aver- 
age which they reached had a value of 


more announcements and 


$58,089. There were more programs, 





too, 185, which took 75.5 hours of 
station time. Value of these programs 
was $25,310 and of personnel’s time, 
$4,189. Total value of free telecasts in 
the public interest for this class of sta- 
tions was $87,588. 

Larger stations, those with Class A 
rates of between $901 and $1,500, 
offered 1,089 public service announce- 
ments and ID’s during the quarter. 
These would have sold for $75,849 at 
Still 


were used than on smaller stations, the 


regular rates. more programs 
average reaching 304. These took 93.9 
hours of time, indicating that more of 
these programs were short, rather than 
the longer programs more popular on 
smaller stations. 

These programs took time valued at 
$52,233 and station personnel time 
worth $3,895. Total value of the do- 
nated telecasts during the three months 


came to $131,977 on an average. 
(Continued on page 120) 











Store Promotion 


The Purex Corp., South Gate, Calif., is making sure its first entrance 
into nighttime, network tv pays off for both audience and sponsor. 











The show, as everyone knows, is the Louis G. Cowan package, The Big 
Surprise (NBC-TV, Sat., 7:30-8 p.m., EST), which can deliver as much 
as $100,000 to jackpot winners. “The ease with which entrants can win,” 
says Robert F. Sharp, vice president and general sales manager, “will 
induce millions to want to register.” 

But the way to become a winner — whether at home or in the studio - 
is to submit an entry blank, and, cleverly, the blanks are available only 
in grocery stores. “Grocers can advertise this service or promote it in 
any way they want to bring business to their stores,” Mr. Sharp continues. 
“Consumer purchase of Purex products is not a pre-requisite. This is 
actually a store promotion.” 

Grocers are helped, of course, by being supplied pads of entry blanks 
mounted on posters, plus a durable supply of “come-on” window displays 
and shelf markers. 

As a result, it’s a safe bet that Purex, already a leading bleach 
manufacturer in the west and midwest, will spread its dominance to other 
regions as well. In fact, vice president and marketing director Craig 
Davidson says, “Our experience with tv during the past few years has 
convinced us that, with the proper elements, television can be a most 
effective medium to achieve quick sales results.” 

The proper elements, according to Purex executives, are a top-grade 
product, effective packaging and a believable sales story. The latter is 
told on The Big Surprise by Lois and Don Wilson, whose commercials are 
augmented by animations. 

The company’s immediate tv target— in addition to outright sales 
gains — includes promoting the Purex name and advertising its other 
brands, too. The product family includes Purex dry bleach; Trend, a 
light-duty detergent; Trend-liquid, the same product in cans, and Old 
Dutch Cleanser. 
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Convention Helper 


The confusion associated with 
the televising of political con- 
ventions may be lessened this 
year by a new device developed 
by Philco Corp. and slated to be 
introduced by ABC television 
and radio. 


Y 


Audipage, Philco’s tiny new per- 
sonal receiver, is demonstrated 
as it will be used by American 
Broadcasting Co. in covering the 
national political conventions this 
year. 


The new device is called the 
Audipage, a tiny, magnetic re- 
ceiver that can be hidden in a 
person’s clothes. It weighs only 
one ounce and utilizes Philco’s 
recently announced M-1_ sub- 
miniaturized transistors. The 





Audipage will permit commen- 
tators to receive instructions 
directly from control points with- 
out the use of connecting wire 
or cables. The sound, audible 
only to the wearer, is received 
through a flesh-colored earpiece. 
ABC will make extensive use 
of the Audipage in the Chicago 
Democratic convention starting 
Aug. 13 and at the San Fran- 
cisco GOP gathering beginning 
Aug. 20. Philco, incidentally, is 
sponsoring the ABC tv and radio 
coverage of both the conventions 
and the elections. Coverage of 
the conventions will take an esti- 
mated 60 air hours, exclusive of 
pre-convention broadcasts. 
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Public Int. (Cont'd from page 119 


The biggest stations, those with 
Class A hour rates of $1,501 up to 
$4,000 and more, gave away the most 
announcements and ID’s, 1,337. These 
averaged $254,051 in value per station. 

Some 143 programs were offered, 
taking a total of 115.9 hours of time. 
These programs averaged $197,229 in 
value on each station while personnel 
time involved in presenting the pro- 
grams came to $20,253. Total value 
of time donated to public service causes 
in the first three months by these large 
stations averaged $471,533 per station. 


Hundreds of Groups 


Among the organizations which tele- 
casters are supporting this year and 
have supported in the past are literally 
hundreds of national, state and local 
organizations. Following is a list of 
those mentioned most often in reports 
of public service programming in the 
first quarter of 1956: 

March of Dimes; American Red 
Cross; U.S. Savings Bonds; National 
Safety Council; U. S. Army, U. S. 
Navy, Air Force and Marine recruit- 
ing; Heart Fund; Community Chest, 
United Fund or local community cam- 
paigns; Boy and Girl Scouts of Amer- 
ica; Cancer Research Foundation; 
Easter Seals; Civil Defense and the 
Ground Observer Corps; Council of 
Churches and other church organiza- 
tions; Department of Internal Rev- 
enue; Crusade for Freedom; Flood 
Relief, national and local; Multiple 
Sclerosis; Muscular Dystrophy; Dental 
Health; CARE; National Guard; Vet- 
erans Administration; Social Security ; 
Brotherhood Week; Chamber of Com- 
merce and Jaycees; Cerebral Palsy: 
Blood Bank; YMCA and YWCA; 
Mental Health; Crippled Children; 
United Jewish Appeal; Get Out the 
Vote Drive, and the Fish and Wildlife 
Service. 

Local Drives Too 


In addition, there are scores of local 
drives and campaigns including those 
for hospitals, nurses, symphonies, new 
stadiums, boys and girls camps, indi- 
vidual churches, lodges and civic clubs. 

wosu-Tv New Orleans furnished a 
list of more than 200 groups and asso- 
ciations which are regularly helped 










with free air time on that station. Nor 
is such a list unusual. 

Altogether, American television net- 
works and stations feel that they have 
gone a long way toward the goal once 
stated by Dr. Milton Eisenhower, 
brother and adviser to the President 
and president, himself, of Pennsylvania 
State University. He said: “We can 
develop the educational and commer- 
cial opportunities of television as com- 
plementary partners, as associates in 
one of the grandest opportunities any 
group of men or women ever had to 
provide intellectual leadership.” 





Political Handbook 


What is believed to be the 
first Handbook for Use of Radio 
and Television for Political 
Broadcasts has been issued by 
wwJ-tv-am-fm Detroit. 

The booklet contains the prin- 
cipal laws and regulations by 
which broadcasters are governed, 
together with some information 
about WwJ-Tv standards, speci- 





fications and suggestions, accord- 
ing to general manager Edwin 
K. Wheeler’s introduction. 

For example, candidates—and 
their advertising agencies — are 
told that the Communications 
Act of 1934, section 317, “makes 
mandatory an announcement of 
the identity of a sponsor in all 
cases where a broadcast receives, 
or will receive, consideration.” 
And wwJ-tv lists the “disclaim- 
ers” it uses. 

Preceding a political program, 
for instance, is: “The following 
(length of time) has been pur- 
chased by (name of candidate) 
for a political program in be- 
half of his/her (party) candi- 
dacy for the office of —————.” 

The station also gives audio 
and video specifications for 10- 
second, 20-second and one- 
minute political announcements, 
plus suggestions on staging, per- 
sonal appearance and conduct 
before the cameras. And one 
short paragraph warns that 
“Contracts for political broad- 
casts are accepted on a cash-in- 
advance basis.” 




















Newsfront (Cont'd from page 66) 


says Saul Rosenzweig, Katz sales de- 
velopment head, “is that the same 
dollars deliver more smokers with day- 
time ID’s than a nighttime campaign.” 

To get the cost-per-thousand smokers 
of a particular daytime (or nighttime) 
campaign, the Katz formula employs 
three basic terms, the smoker factor, 
smoker impressions and smoker rating. 
The smoker factor merely is the per- 
centage of any audience that smokes; 
the cigarette industry says that 60 per 
cent of all men are smokers, while 40 
per cent of American women are. 

Smoker impressions is another way 
of noting, not merely audience-impres- 
sions, but the number of actual smokers 
likely to receive a commercial message. 

To get the smoker rating, one applies 
the smoker-viewer figure to established 
program ratings. For ID’s, that means 
using an average rating such as 9.6, the 
Nielsen average for daytime adults- 
only programs, or 22.4, the once-a- 
week nighttime program average. 

The final step, of course, is to apply 
the thousands of smokers reached to 
the actual weekly cost of the ID’s. 

For example, consider a schedule of 
15 daytime 10-second ID’s per week at 
a cost of $180. On one Katz-repre- 
sented station, that schedule could 
achieve a total week-long rating of 
234.9. Multiplying that weekly total by 
the daytime smoker factor (.48) gives 
a weekly smoker rating of 112.7. 

The next step is to translate that 
weekly smoker rating into cost-per- 
thousand smokers. That means taking 
the weekly smoker rating (112.7) and 
multiplying it by the number of sets in 
the area (589,000 in this instance). 
The result is divided into the cost per 
week of the 15 ID’s. Katz reports the 
total cost-per-thousand smokers in that 
area as $.27 on a daytime basis. 

The station rep further concludes 
that a cigarette advertiser could, for 
instance, buy announcements on 65 
major tv stations, covering more than 
85 per cent of all tv homes. With a 
schedule of 15 daytime ID’s weekly on 
each station, the advertiser could de- 
liver over 50 million smoker-impres- 


sions for a weekly cost of $18,751. 














Starring Films From: 


Columbia 





Package 


Associated With 
“HOLLYWOOD TELEVISION” 
“GENERAL TELERADIO” 


“TELE- PICTURES” 


On 


Armchair Theatre 


now in its fifth year as Central Ohio's 


oldest, most successful TV Film Feature Theatre 


Presented at a mew earlier time 


10:45 p.m. 


Offering You 
Choice A & B 


Time Availabilities 








Here is the perfect spot offer for buyers seeking 
an established high-rated time slot on an even 
bigger and better Armchair Theatre. There’s bound 
to be a sell-out, so call a “Blair” man now for 


spot reservations in these excellent film shows. 








wbns-tv 


channel 10 ao 


Columbus Dispatch 
Genera! Soles 


columbus, ohio | 32: 
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Pulse (Continued from page 49) 


While 41.5 per cent wanted a 60- 
minute movie, some 35 per cent felt 
that a 90-minute film was the right 
length. As in the earlier study, the 
audience seems closely divided in its 





QUESTION 6: Would you pre- 
fer to watch a movie program 
on television that lasted an 
hour, an hour and a half, or 
two hours? 


1 hour 369 41.5% 
114 hours 313 Bo 
2 hours 204 23.0 
No preference 2 2 
Total who 


watched tv movies 
in past month 888 100 











choice between hour and hour-and-a- 
half-long features. 

The next area covered got down to 
specific film shows in the New York 
market with the question, “What is 
your favorite movie program on tele- 
vision?” New Yorkers were able to 


cite 14 different film shows (see ques- 
tion 7). 

The outstanding favorite was Mil- 
lion Dollar Movie, a program that 
plays on wor-Tv New York as a film 
plays at a movie house — one feature 


shown twice an evening all week long, 
showings of the 
Saturday 
matinees (“Million-Dollar Magnet,” 
TV AGE, November, 1954). Nearly half 
the set owners—some 47.0 per cent— 


with extra same 


picture for and Sunday 


identified the program as their favorite. 
Runner-up, with 15.9 per cent, was 
wcss-Tv New York’s Late Show (11:15 
p.m. to 12:30 a.m., Mon.-Sun.). 

The final question was, “How does 
this program compare in enjoyment 
with most other television programs 
you watch? Would you say that the 
movies on this program are usually 
more enjoyable, less enjoyable or 
about the same as most other television 
programs: you watch?” 

Some 44.3 per cent (of the 888 
people who watched tv movies within 
the month) felt the films “more enjoy- 
able,” but about as large a group, 42.4 
per cent, said they were “about the 
same” (see question 8). The audiences 


DECISION-MAKERS WHO DIRECT 
NATIONWIDE BUSINESS EXPANSION ARE 


a 


‘ADVERTISING 


; _ MEDIUM 


AS A BASIC 







LAWRENCE L. MACK, THE PRESIDENT AND FOUNDER OF 
SLENDERELLA INTERNATIONAL, PULLS NO PUNCHES WHEN 
HE DESCRIBES SPOT'S ROLE IN HIS BUSINESS: 


“WE'VE FOUND THAT SPOT RADIO IS THE MOST EFFECTIVE 
MEDIUM TO BUILD OUR SERVICE, 


MARKET BY MARKET. WE’RE LIVING 


SPOT SALES 





ON OUR SUCCESS WITH SPOT" 
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QUESTION 7: What is your 
favorite movie program on 
television? 


Million Dollar 


Movie 417 47.0% 
Late Show 14] 15.9 
Early Show 87 9.8 
Afternoon Film 

Festival 25 2.8 
Famous Film 

Festival 23 2.6 
Tune in Anytime 

Theatre 23 3.2 
Late Late Show 2: 2.6 
First Show 12 1.4 
Italian Movies 6 7 
Movie Matinee 5 6 
Late Matinee 5 6 
Eleventh Hour 

Theatre 4 » 
Western Theatre 3 a 
Misc. 19 a 
No particular one 99 11.2 
Total responses 896  101.2* 


Total who 
watched tv movies 
in past month 888 


* Total over 100% 
multiple responses 


because of 











on both sides of the fence clearly 
liked tv: Those who preferred movies 
obviously were seeing them on video. 

The survey, conducted in the New 
York area in April, should indicate to 
station managers that feature films are 
pretty substantial programming fare. 
And the results underline again — if 
anyone had any doubts — that in New 
York, as elsewhere, audiences seem to 
be staying home from theatres in order 
to see all the shows that tv delivers 
to their living rooms. 





QUESTION 8: How does this 
program compare in enjoy- 
ment with most other tele- 
vision programs you watch? 
Would you say that the 
movies on this program are 
usually more enjoyable, less 
enjoyable, or about the same 
as most other television pro- 
grams you watch? 


More enjoyable 393 44.3% 
Lessenjoyable 118 13.3 
About thesame 377 42.4 


Total who 
watched tv movies 
in past month 888 100 





















In the picture 


“An important milestone” in the growth of Geyer Advertising, 
says its chairman, B. B. Geyer (1), is expansion of ownership to 
include 40 key employes. At the same time, Sam M. Ballard (r) 
has been elected president of the 46-year-old agency. Mr. Geyer, 
formerly president and chairman, founded the agency with his 
father in Dayton in 1910, is noted as a pioneer in his field, especially 
in research. Mr. Ballard joined the agency in 1953 as a vice presi- 
dent, shortly becoming executive vice president. Earlier, he had 
held the comparable post at Gardner Advertising and, some time 
previous to that, was city editor of the Miami Daily News. 





Associated with the J. M. Mathes agency since its founding—and his own graduation from 
Dartmouth—in 1933, W. T. Okie has now been elected president. He succeeds Mr. Mathes, 
who becomes chairman of the board. Mr. Okie has served as vice president of the agency since 
1944, as director since 1945. The advertising bug practically runs in the family, however: 
his father was one of Jim Mathes’ original partners in the founding of the company. Young 
Ted got his training while still in college, with a small outfit in Hanover, N. H., then started 
with Mathes—in the mail room. He has served in practically every department since then, has 
become a specialist in merchandising and marketing and, even now, gets into his office by 8:30 
a.m. In private life, Mr. Okie, 44, is the father of two boys and a girl. He’s a boating enthusiast 
and owns a 44-foot yawl, Land’s End, which was built in Germany. 





In a month when several advertising agencies have named new presidents, John P. Kelley 
has been appointed head man at Mumm, Mullay and Nichols, Columbus and New York. He 
succeeds Michael Sloman who becomes chairman. A native of Columbus, Mr. Kelley graduated 
from Ohio State and the Harvard School of Business where he concentrated on marketing 
and advertising. Next, he became sales promotion manager for Seiberling Rubber in Akron, 
then account executive for B. F. Goodrich and General Electric with BBDO, Cleveland. He 
joined Mumm, Mullay and Nichols as account man for the detergent, “all,” but went on to 
Monsanto Chemical Co. when it acquired that product. Mr. Kelley returned to Mumm, Mullay 
and Nichols two years ago, however, as a member of the group that purchased it at that time. 
He has since served as vice president for client service and now, as noted, becomes president. 





“It’s getting very stylish to do this now, so we're doing it, too,” 
so says the candid Joseph Katz (1), head of the Baltimore-New 
York ad agency that bears his name, in announcing his own assump- 
tion of the board chairmanship. He is succeeded as president by 
John T. McHugh (r), a veteran of 24 years with The Joseph Katz 
Co. Mr. McHugh has served in the outdoor department, as media 
head, account man, vice-president, senior vice president and, until 
now, has been manager of the New York office. The amiable Mr. 
Katz adds, “This will give me more time for the creation of adver- 
tising . . . that’s what makes the big difference in agencies.” 





Robert T. Colwell, the Colwell in Sullivan, Stauffer, Colwell & Bayles, is leaving that 
agency, where he has served as a partner and vice president, in order to rejoin J. Walter 
Thompson, the giant of them all. Bob previously had been at J. Walter from 1929 to 1946, 
serving first as advertising writer, then group head, as a member of the planning board, a 
director and, from 1944 to 1946, as chairman of the plans board. A 53-year-old native of 
Auburn, N. Y., Bob Colwell started as a reporter on the Auburn Citizen, went into advertising 
with Livermore & Knight in Providence in 1925. Still an occasional contributor—in prose or 
poetry—to the better known publications. he’s also author of Strictly Dishonorable, which had 
a successful run both as a play and a movie. During the war, he had an agency man’s dream 
assignment: directing broadcasts to the enemy via Radio Luxembourg. 
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In the picture 





Of signal interest to the industry is the election of a woman, 
Mrs. Geraldine Zorbaugh (r), as vice president of a network, 
ABC. She will also hold the title of special assistant to the president. 
With ABC since 1943, Mrs. Zorbaugh has served as secretary and 
general counsel since 1953. She is the mother of two college-age 
children and the wife of a New York University professor. At the 
same time, ABC also named vice president James A. Stabile (1) 
as general counsel and vice president in charge of the merged busi- 
ness affairs and legal departments. Mr. Stabile, the father of three 
sons, joined ABC as a contract-copyright expert in 1951. 





At Kenyon & Eckhardt Inc., New York, James S. Bealle (r) has 
been elected vice president in charge of the tv and radio department. 
He was formerly assistant director. The department is being 
bolstered further by the appointment of Clinton F. Wheeler Jr. 
(1), vice president, as associate director. Mr. Bealle has been with 
K&E since September 1954, after serving with BBDO in program 
development. Before that he was with J. Walter Thompson Co. Mr. 
Wheeler joined K&E in 1953 as an account executive and was elected 
vice president last September. His experience includes five years of 
radio with wen Chicago and KFRU Columbia, Mo. 





Although KGuL-Tv Galveston-Houston has been sold, Paul E. Taft will continue as president 
and general manager, a post he has held since July 1952 when the station was being planned 
and built (it opened March 1953). Mr. Taft, who figures prominently in communications life 
in the Gulf area, is a transplanted New Englander. Born and raised in Wallingford, Vt., he 
attended public schools there and, in 1932, entered the University of Vermont. Two years 
later, he entered the U.S. Naval Academy from which he graduated in 1938. Following war- 
time service as an executive officer, he went to Houston as assistant to the president of Duncan 
Coffee Co. There Mr. Taft remained until joining KGUL-Tv. The station is being sold, subject to 
FCC approval, to the investment firm of J. H. Whitney & Co. for $3.75 million, with Mr. Taft 


owning 10 per cent. He is married and has four children. 





St. Petersburg, Fla.’s city-owned stations, WSUN-tv-am, have Fred P. Shawn as their general 
manager. Mr. Shawn joins them from the Alabama Broadcasting System where he was executive 
assistant to the president, helping to operate WABT Birmingham as well as a radio outlet in 
Huntsville, Ala. Previously, Mr. Shawn had been with NBC for 20 years, having started with 
the network as a vocalist and announcer in Washington, D. C. He rose through station manage- 
ment to assist the vice president in charge of network programs, and became, after time out 
to direct tv-am operations at WMAL Washington, manager of program operations for NBC-TV 
and director of the network’s production services. A native of Payette, Idaho, Fred is an 
alumnus of Pomona College in Claremont, Calif., and the father of three children. He took over 
general management of the St. Petersburg stations May 14. 
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Franklin C. Snyder has become vice president and account service director of McCann- 
Erickson Inc. in Cleveland, a market whose business conditions and requirements he knows 
well from the television side. As a comparative pioneer in tv, Mr. Snyder was vice president- 
general manager of WxEL Cleveland (now wJw-Tv) when that station began telecasting in 
December 1949. He held that post until October 1955 when he resigned to become consultant 
for Westinghouse Broadcasting Co. in New York. Mr. Snyder’s entry into tv and advertising 
was somewhat of a career departure. He started in the business world as construction engineer 
for the Jones & Laughlin Steel Corp. in Pittsburgh, after college at Carnegie Tech (which he 
entered in 1932). He left the steel business to join Empire Coil Co. (then WxEL owner) and help 
build the station. He then assumed the managerial helm. 





Speaking of 


pu blic service... 





We feature but a few of our many public service programs 


The Port That Built A City And State... 
Through film and live remote pick-ups, Helen 
Delich, The Sunpapers Maritime Editor, depicts 
the importance and adventure of Baltimore’s port 
and its effect on the state. 


Your Family Doctor . . . Medical program that 
features the preventive aspects of the fight against 
disease. There are question and answer sessions, 
film documentaries, and discussions with guests. 


Students View The News .. . This program 
teaches current events on the air. Three children 
from elementary schools analyze news items from 
the international, national, local scenes. 


Your City Council Report . . . Women’s Civic 
League conducts this informative series concerning 
the activities of the Council, that establishes a 


forum for public discussion of pending legislation. 





i “9 


aoe 





Election Returns . . . To facilitate fast, complete, 
and efficient coverage, 5 cameras are employed in 
remote presentations from The Evening Sun news- 
room. A staff of experts assures interesting 
and enlightened reporting. 


Calling All Parents . .. Child experts are 
guests on this discussion program directed to 
parents in an effort to help them better understand 
and solve their children’s day-to-day problems. 


Religious Programs .. . Both network and 
local programs are included in an inspiring group 
of six different religious features that are devoted 
to the Protestant, Catholic, and Jewish faiths. 


Network Programs... Through CBS, WMAR- 
TV supplies Baltimoreans with more than ten out- 
standing public service programs a week, directed 
to a wide variety of interesting topics. 











MEDICINE ‘56 


Illuminating program where 
eminent specialists in co-opera- 
tion with the Baltimore City 
Medical Society try to correct 
the public’s misconception of 
a number of illnesses. 


CHILD IN SCHOOL 


Pick-ups of various public ele- 
mentary and high school classes 
and sports endeavors. It dem- 
onstrates how the classes are 
conducted and the teaching 
techniques utilized. 


COMEBACK 


R. C. Thompson, Director of 
Vocational Rehabilitation for 
Maryland, conducts this series 
that features courageous guests 
who have triumphed over ser- 
ious physical handicaps. 


On Maximum Power - Televising Color WM A R © TV 
[CHANNEL 2 SUNPAPERS TELEVISION BALTIMORE, MARYLAND) 


r,s Se 
Telephone MUlberry 5-5670 


SUNPAPERS TELEVISION 





BALTIMORE,MARYLAND 


TELEVISION AFFILIATE OF THE COLUMBIA BROADCASTING SYSTEM 
Represented by THE KATZ AGENCY, Inc. New York, Detroit, Kansas City, San Francisco, Chicago, Atlanta, Dallas, Los Angeles 
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with summer coming and 
everybody talking of vacations, this 
story comes to mind. It’s about a 
well-known entertainer — whose talent 
is exceeded only by his ability to 
drink — who once went on a vacation 
cruise. 

One day as this celebrity was hang- 
ingover quietly in a deck chair, a 
woman rushed over to him all full of 
excitement and cried: 

“We're coming into port!” 

“Splendid,” he muttered, “I was 
just running out.” 


John H. Tinker Jr., senior vice 
president and creative director, Mc- 
Cann-Erickson, N. Y., suggests that a 
good name for an agency might be, 
Mulling, Musing and Meditating. 

How about Tinker, 
Chance? 


Evers and 


ae * * 


On ABC-TV’s Super Circus show 
the other Sunday, a high trapeze act, 
performing without a net, had as back- 
ground music what sounded like the 
theme song of Medic. 


* * * 


The following letter appeared, so 
help us, in a recent White Plains Re- 
porter-Dispatch. lt was addressed to 
Ann Landers who conducts a column 
called Your Problems. Here is the 
letter and Miss Landers’ answer in full: 

Dear Ann: You think you’ve heard 
everything? Well—hold on—I’m writ- 
ing this on my wedding night from 
the hotel. We had a beautiful church 
wedding and following the wedding 
breakfast we drove to this resort. When 
we arrived, the first thing my husband 
did was request a tv set. He was told 
that none was available. Then he got 
into an argument with the desk clerk 
and they almost came to blows. My 
husband refused to check into the 
room until the management provided 
a tv set “as advertised.” The manager 
said it was “up to him.” So here I am, 
sitting in the hotel lobby, and I’m so 
upset I’m ready to go home to my 
parents. My husband is in a terrible 
mood and I’m seeing a side of him 


which didn’t show itself during our 
two-year courtship. Please advise me. 
VB. 
Your husband’s enthusiasm for tv 
is an excuse to stall off acceptance of 
the responsibilities of a husband. Too 
bad you had no clue to his immaturity 
before the preacher made with the 
book. Now that you are legally wed, 
urge him to seek professional help. It 
could be fear that keeps him in the 
lobby fighting with the desk clerk, not 
a bad disposition. If, by the time you 
read this advice, you are still playing 
second fiddle to Howdy Doody, I 
suggest you 
procedure. 


look into annulment 


mm) 
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Naturally! One of the feature film 
programs on KSYD-Tv Wichita Falls, 
Texas is called the Multi-Million Dol- 


lar Movie. 


* * * 


Here’s another installment in our 
collection of hobbies which are pur- 
sued by industry figures: 

William H. Weldon, president, Blair- 
Tv, is a sports car enthusiast. Joseph 
J. Hartigan, senior v.p. and media 
director, Campbell-Ewald, Detroit, 
takes to fishing and baseball and is a 
dyed-in-the-wool Chicago White Sox 
fan. Alfred J. Scalpone, v.p. at CBS 
Television in charge of network pro- 
gramming, is a tennis ace as is Julian 
Field, senior v.p. at Lennen & Newell. 
Boating, hunting and golf are the 
spare time pursuits of David Sutton, 






v.p. of MCA-TV Film Syndication, 
and Ben Ludy, 
wisw-tv Topeka admits his favorite 


general manager, 
post-job pastime is sleeping. 


* * * 


Harold Rome, who has written lyrics 
and music for such Broadway hits as 
Fanny, Wish You Were Here and Call 
Me Mister, has made an album for 
Heritage Records called Rome-Antics. 
One of the songs in the album is 
entitled The Advertising Song. We 
herewith reproduce part of it and re- 
mind our readers that the song may 
not be performed anywhere on or off 
Madison Avenue without written per- 
mission of the composer. 


1 believe: Mrs. Casper Glunch of 19 
Road, Flushing, 


She says, for a stuffed nose Rel 


Plumber’s when 


is swell! 


— 


believe: The same lady of the same 
address when she adds, 
That for colds, Rem 
Phlegm! 

I believe: Men won't make you sigh 


chases out 


and pass you by, 
If you fry with Spry! 


— 


believe: No one could ever wish you 
Anything better than Scott Tissue! 


believe: The reason you're always 
a bridesmaid and never a_ bride 
Is because you don’t use Pepsodent 
and see your dentist on the side. 


I believe: You’d smell bum without 
Mum! 

I believe in: Jello, Crisco, Burma 
Shave, 


Brillo, Ox-O, Oculave, 
Karo, H-O, Unguentine, 
Tish, Teel, Listerine! 


Chipso, Pluto, Dr. Wests, 
Bab-O, Drano, Junket, Jests, 
Kleeno, Sano, Energine, 
Pep, Zip, Vaseline! 


Schicks, Vicks, Quinks, Winx, 
Oshkosh, Fibs, Squibbs! 
Nylon, Textron, G & D, 
Veedol, Midol, A & P, 
Arrow, Arrid, A-H, Knit, 
Dreen, Sheen, Rit, Flit! 








keep your eyes on this market 


the greater Wheeling market 


The booming Greater Wheeling market, comprised of a mil- 
lion and a half people with a combined spendable income of 
TWO BILLION DOLLARS, is one of the most rapidly expand- 
ing industrial areas in America! WTRF-TV, Wheeling, serving 
312,400 TV homes, has kept pace with the march of progress. 
Every accredited method of audience measurement indicates 
WTRF-TV is by far the most popular TV station in this impor- 
tant market—the number one advertising medium in Amer- 
ica's industrial heartland— 


the “rich Rhur Valley of America!” 


‘““qa station worth watching’ 


~ 


Wheeling 7, West Virginia 







For availabilities, call Hollingbery 
or Bob Ferguson, VP and GM or 
Needham Smith, SM 

Wheeling 1177. 


NBIC 


316,000 watts 
Equipped for 


network color 


Reaching a market that’s reaching 





new importanc 

















SERVICE a big word at KOMO-TV, Seattle 


Seattle's prized ANNUAL PAUL 
BUNYAN AWARD— presented by 
the Chamber of Commerce to 
the business firm which made the 
most constructive contribution 
toward focusing favorable 
national attention upon the 
city of Seattle. 


“Service” means a lot of things at KOMO-TYV, Seattle. 

In this instance, it meant arranging, staging and producing the 
3-day visit to Seattle shown coast-to-coast on HOME via NBC-TV 
...@ presentation that won praise both locally and nationally. 


It also means “viewer service”—maintaining a high standard of programming 
and studio production for the people of Seattle and Western Washington 
—as reflected in their respect for Channel 4. 


And, there is “advertiser service’ —in programming, in handling of commercials, in merchandising 
and promotion—the kind of intelligent, able service advertisers enjoy and expect when 
they do business with KOMO-TV. 


for greater influence in Seattle and Western Washington. 
CHANNEL 4 NBC the COLOR station 


GET THE FACTS FROM YOUR NBC SPOT SALES REPRESENTATIVE 





